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situated at additional competition 
venues and specifically designed 
for the discipline taking place at 
each venue. Moreover, Technogym 
will provide a team of professional 
athletic trainers to support the 
athletes as well as delivering all 
related services, including gym 
layout, installation and technical 
services. The PyeongChang 
2018 athletes will also have the 
opportunity to train on a selection of 
the best and most innovative fitness 
and wellness equipment.

Every piece of Technogym 
equipment will be fully integrated 
with mywellness cloud, the 
Technogym digital ecosystem, 
enabling them to stay connected 
to their own personal training 
programme on the equipment itself 
and outside the training facility via 
their mobile and wearable devices.

The state of the art solutions 
that Technogym will take to South 
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WELCOME Technogym is the official 
fitness equipment supplier 
to the Winter Olympics
Technogym,  has been 
announced as the official fitness 
equipment supplier for the 
PyeongChang 2018 Olympic 
Games.

For Technogym, a company 
internationally recognised for 
setting the standard in athletic 
training, rehabilitation and 
wellness, the South Korean Games 
2018 represents the seventh 
Olympic appointment, with an 
18-year partnership that has so 
far spanned Sydney 2000, Athens 
2004, Turin 2006, Beijing 2008, 
London 2012 and Rio de Janeiro 
2016.

Nerio Alessandri, founder and 
CEO of Technogym, said of the 
partnership: “We are very proud 
to have been chosen as the official 
partner of the Olympic Games for 
the seventh time. This important 
achievement represents our strong 
focus on delivering innovation and 
a high level of quality through each 
and every one of our products.”

In PyeongChang and Gangneung, 
Technogym will fully equip 13 
training centres for the competing 
athletes to utilise prior to and 
during the Olympic Games. The 
main training centre, located in 
PyeongChang, will be open to all 
athletes taking part in the Games 
and will be equipped with a wide 
range of products selected to 
cater to every sporting discipline, 
providing cardio, strength and 
functional training.

The 12 training centres located 
outside PyeongChang will be 
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I hope you all had a good 
Christmas and are looking 
forward to a great 2018.

Maybe Brexit negotiations will 
speed up and we will know where we 
are heading at some pint this year! But 
who knows. A little positivity in the 
marketplace would be nice.

A lot of you will have headed off to 
ISPO and I hope it proved fruitful and 
that some of the new innovations on 
show were interesting.

If you haven't made any personal 
New Year's resolutions then Paul 
Clapham has some for your business 
that could help to boost your profits.

If you have been inundated with 
people wanting kit to go out and 
get fit this month then Jonathan 
Quint examines how technology has 
impacted the running market.

Paul Sherratt has been in a 
contemplative mood - thinking about 
the future of the teamwear dealer and 
what the ultimate dealership might 
look like.

And if you do a lot of thinking are 
you a thought leader? Fiona Bugler 
talks to the experts to see whether you 
should make thought leadership part 
of your marketing strategy.

After retirement from the rugby 
field how does Jonny Wilkinson 
spend his time – find out in our 
Interview with the England World 
Cup hero.

Enjoy reading the January issue.

Korea include the new SKILLRUN, 
the first piece of running equipment 
specifically designed for Athletic 
Performance Training that combines 
cardio and power training in a 
single solution, offering the ability 
to perform both running sessions to 
improve cardiovascular performance 
and resistance workouts to enhance 
power.

SKILL RUN is the newest product 
in the Skill, a collection of products 
created to for SKILLATHLETIC 
TRAINING - a method developed by 
Technogym and Olympic champions 
for every day athletes who want to 
improve their athletic performance. 
The line includes SKILLMILL, the 
only non-motorised product that 
combines power, speed, stamina and 
agility training, and SKILLROW, the 
first indoor rowing machine capable 
of improving anaerobic power, 
aerobic capacity and neuromuscular 
abilities in a single solution.

MARCEL HIRSCHER, SIX-
TIME AUSTRIAN SKIING 
WORLD CHAMPION, ON THE 
TECHNOGYM SKILLRUN
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GEORGE PINNER 
RETURNS TO 

MERCIAN HOCKEY
Mercian Hockey are pleased to 
have announced the return of 

George Pinner to the brand.
The Great Britain and 

Holcombe goalkeeper returns 
to the brand that helped 
launch his international 

career.
The 30-year-old goalkeeper 

made his senior debut in 2009 
against the Netherlands, 

before tasting international 
tournaments for the first 

time in the 2011 Champions 
Trophy, Auckland.

Since then, Pinner has gone 
on to represent his country 139 
times. On May 24, 2017, Pinner 

was named as one of a three-
man captaincy group in a new 

structure for England and 
Great Britain.

Simon Mason, managing 
director, Mercian Hockey, 

said: “To be able to bring 
George back to the brand, 
joining a growing number 

of international star 
ambassadors, is a glowing 

endorsement to the progress 
we have made over the 

years. George is a world class 
goalkeeper with a growing 

achievement list and currently 
shortlisted for World 

Goalkeeper of the Year. We are 
looking forward to supporting 

George on his journey to 
Tokyo 2020.”

Pinner said: “I’m delighted 
to be rejoining Mercian. I 
was lucky enough to have 

the support of the company 
when I made my junior 

International debut aged 15 
and in the early years of my 

senior career. I am incredibly 
grateful to have their support 

once again. Following the 
recent re-brand the company 
is firmly on the rise, making it 
an exciting time to be joining 

Mercian Hockey and the other 
Mercian Ambassadors moving 
forwards. Simon and the team 

are very driven to improve 
their already excellent 

product range and reputation 
in the goalkeeping market, 
I’m incredibly fortunate to 

have their support in helping 
develop, along with Monarch 

co-founder Nick Barton, a new 
range of kit which I can’t wait 

to start using.
“In what is an exciting 

year on the pitch with the 
Commonwealth Games and 

World Cup fast approaching, 
I’m delighted to have the 

support of such a great 
brand behind me.”

Kering to sell majority 
stake in Puma

Gareth Britton has been 
appointed as the new Retail 
Sports Ireland chairman.

Britton owns and manages All 
Sports Store in Donegal. He brings 
vast experience as an Independent 
Sports Specialist with him to the 
role, together with two years already 

served on the RSI management 
committee.

Outgoing chairman John O'Leary 
will now take up the position of 
Group Secretary and remains fully 
committed to supporting Britton and 
his new team. While handing over to 
Britton recently at the group's winter 

show in Athlone, O'Leary thanked his 
co-founders and outgoing committee 
members - Alan Treacy, Siobhán 
Tynan and Jason Farrell - for their 
hard work, commitment and support 
over the past two years.

Britton is keen to build on the 
success of the Group Customer 
Service workshops that took place for 
all members in 2017 and has already 
initiated a plan for member training 
in areas such as HR compliance and 
Health and Safety together with an 
ambitious promotional program that 
is currently underway.

He has built a strong new team 
around him with PJ Treacy, Kenny's 
Northside (Treasurer); John 
O'Leary, My Sport (Secretary); 
Tom Whelan, Central Sports; Orla 
Bruic, Garveys Sport & Leisure and 
Michael Gibbons, Grandstand 
Sports.

During his opening address, 
Britton acknowledged that the 
strength of the group lay in it's 
members.

He said: “Sharing, learning and 
buying collectively will ensure our 
continued success.”

He also welcomed Alan Treacy, 
Outfield Sports, to the dedicated role 
of recruiting valuable new members.

Gareth Britton is new 
RSI Group Chairman

JD Sports Fashion Plc had 
a very good Christmas and 
are expecting better than 
predicted profits.

JD Sports are confident that 
their headline Group profit before 
tax for the year ended February 3, 
2018, will reach around £300m. 
Prior to this the range of market 
expectations was £270m to 
£295m.  The preliminary results 
will be published on April 17, 2018.

Peter Cowgill, Executive 
Chairman, said: “I am delighted to 
report that we have maintained 
our positive performance from 
the first half of the year which 
continues to demonstrate the 

Majority shareholder Kering 
has announced that it will sell 
its majority stake in Germany's 
second-largest manufacturer of 
sports goods.

The French luxury group, owner 
of approximately 86 per cent of 
Puma’s total share capital, will 
propose to its Annual General 
Meeting to distribute approximately 
70 per cent of the total share capital 
of Puma to Kering’s shareholders, 
thus reducing its shareholding in 
Puma to approximately 16 per cent.

As a consequence, Kering’s 
largest shareholder Artémis SA 
would receive approximately 29 per 
cent of Puma’s share capital and 

JD Sports sales are on the up
capability and strength of our 
highly differentiated multichannel 
proposition.

"On behalf of the Board, I would 
like to thank all our colleagues 
for their significant contribution 
in delivering this excellent 
performance."

Like for like store sales in the 
second half to date across the 
Group's combined Sports and 
Outdoor fascias, including those in 
Europe, have been maintained at 
approximately three per cent with 
additional sales growth arising 
from both material growth in online 
trade and continuing overseas space 
expansion.

would become a direct and long-
term shareholder. The transaction 
enables Kering to focus on its core 
luxury business in high-end fashion, 
leather goods as well as jewellery 
and watches.

“We are very pleased that Kering 
has proposed this way to reduce its 
stake in Puma. It would allow us to 
continue with our current business 
strategy that has started to show 
good results,” said Bjørn Gulden, 
CEO of Puma. “We would be able to 
carry on to invest in becoming the 
Fastest Sports Brand in the world, 
create value for retailers, improve 
performance for athletes and excite 
consumers.”

2018 off to a racing 
start for Human 
Race with two new 
partnerships
After recently announcing 
partnerships with top cycling 
jersey producer Castelli 
and leading nutrition brand 
Optimum Nutrition, Human 
Race isn’t showing any signs 
of slowing down in 2018. The 
leading events company has 
joined with innovative bike 
mechanics VONCRANK and 
PedalSure insurance to offer 
an even more comprehensive 
package to the thousands of 
people who take part in their 
races this year.

VONCRANK enable riders to 
book high quality servicing and 
repair at home, at work or even at 
the roadside, by connecting them 
to a mobile bike mechanic in just 
a few clicks on the app. As part of 
the partnership with Human Race, 
VONCRANK will be providing 
mechanical support on all cycling 
and triathlon events, ensuring 
that cyclists make it through the 
technical parts of the course and 
across the finish line.

PedalSure, leader in 
comprehensive cyclist and 
bicycle insurance, cover all types 
of bikes and riding, including 
amateur racing and commuting. 
With ambassadors including 
Alex Dowsett and Alice Hector, 
PedalSure are fully immersed in 
the cycling and triathlon world and 
the new partnership with Human 
Race offers the potential for riders 
to be fully covered as they take 
on events including the infamous 
Dragon Ride L’Etape Wales and 
iconic Royal Windsor Triathlon.

Nick Rusling, CEO Human Race, 
said: “We have a busy season of 
events lined up across our cycling, 
running and triathlon portfolio, so 
it’s essential that we have quality 
partners on board who are experts 
in their field.

“After successfully signing 
agreements with Optimum, Soreen 
and Castelli at the end of 2017, 
we’re delighted to be kicking off the 
New Year in such a positive fashion 
by partnering with VONCRANK 
and PedalSure.

“They are instrumental in 
making sure everyone can have 
peace of mind around maintaining 
and insuring one of their most 
prized possessions – their bikes.”

VONCRANK’S Liam O’Brien 
said: “It’s great that Human Race 
have seen the synergies between 
our two businesses, and as a young 
tech start-up we are delighted to 
be partnering with such a fantastic 
and established company for 2018.

“We aim to use technology to 
save cyclists time by providing 
top notch repairs and servicing 
at the click of a button, so riders 
can spend more time in the saddle 
doing what they love.”

GARETH BRITTON, (LEFT) IS WARMLY 
CONGRATULATED BY OUTGOING RSI 

CHAIRMAN AND CO-FOUNDER, JOHN O'LEARY.

The performance was 
particularly encouraging when 
considered against the challenging 
comparatives provided by the 
significant levels of sales increases 
achieved in each of the last three 
years.

The Group were pleased with 
the continuing momentum of 
their international business which 
forms a fundamental pillar of their 
growth strategy. As well as the 
continuing strong performance 
in Sports Fashion they are also 
maintaining positive progress 
in their Outdoors fascias, which 
include Millets, Blacks, Ultimate 
Outdoors, Go Outdoors and Tiso.

The transaction would increase 
PUMA’s free float from currently 14 
per cent to approximately 55 
per cent.

“Puma would become much more 
attractive for investors as our shares 
would have a substantially higher 
free float and larger trading volumes. 
Kering and Artémis, however, would 
remain strong partners 
and shareholders, which proves 
that they believe in our strategy and 
Puma’s future success,” said 
Gulden.

Final terms of the distribution 
in kind of Puma shares to Kering 
shareholders are under review and 
will be submitted to the vote of 
Kering shareholders at the Annual 
General Meeting on April 26.



BRING YOUR CAREER TO LIFE.
INVISTA is the owner of many brands and products that you likely use every day. As part 
of the INVISTA team, you can join in the development of innovations to improve clothing, 
carpet, luggage, plastic bottles, automobile interiors, airbags and more. Our portfolio of 
global trademarks includes LYCRA® fibre, COOLMAX® fabric, CORDURA® fabric, ANTRON® 
carpet fibre and STAINMASTER® carpet. Headquartered in the U.S., INVISTA has a business 
presence in more than 20 countries and is one of the world’s largest integrated producers of 
polymers and fibres, primarily for nylon, elastane and polyester applications.

For more information on INVISTA, please visit www.INVISTA.com

Marketing Account Manager, Activewear Brands, Germany/EMEA 
– Ref:29490
INVISTA’s Apparel and Advanced Textiles business is a premier supplier of differentiated fibre products from a 
global manufacturing base with assets in Europe, USA, Mexico, Brazil, China and Singapore.  INVISTA has set 
the goal of sustaining a world-class level of performance and we are looking for the right candidate with high 
motivation and ambitious drive to join our Apparel team.

Location
• The role is home based, ideally in Germany or the UK, with the Geneva, INVISTA office as an alternative.

Responsibilities
•  Execute INVISTA’s business strategy of growing its LYCRA® Fibre, COOLMAX® Fibre and THERMOLITE® Fibre with 

large global brands which are generally based in Germany, focusing primarily on active and outdoor segments.  
• Identify opportunities in other segments, such as swimwear, underwear and denim, as appropriate.
•  Interact with high level commercial contacts at these branded accounts, creating broad commercial offerings 

and running projects, based on INVISTA’s capabilities, products, innovations and brands.
•  Act as a link between Sales, Technical and Marketing to provide market feedback on trends, new product 

ideas, marketing platforms and other innovations.

Essential requirements
• University degree or equivalent in a related field.
• Sales or marketing experience in Apparel, specifically in the activewear market.
•  Demonstrated ability to develop both senior and operational level client relationships, building a detailed 

knowledge of client needs and presenting mutually profitable solutions.
•  Ability to run complex projects with internal and customer stakeholders, leading to major new platforms of business.
•  Previous experience of developing brand awareness, identifying unique selling points and related marketing programs.
• A basic understanding of fabric and fibre technology, and how these translate into consumer benefits.
•  Evidence of an innovative, entrepreneurial, tenacious and self-motivated approach to account management 

and business development.
•  Strong verbal and written communication skills in an international arena, including highly developed 

negotiation, presentation and networking skills.
• Behaviour driven by integrity, humility and ethics.
• Flexibility to travel approx. 60% within Germany, Europe and occasionally Asia.

Desirable requirements
• Knowledge of the textile value-chain and ingredient branding.
• German language advantageous.

Candidate profile
•  This role will be attractive to candidates who are ready to embrace an exciting career development opportunity 

within the Apparel business and have the drive, determination and initiative to make a significant step forward.
•  As this is a business development role, candidates will need to demonstrate the ability to work in an 

unstructured environment, utilising their detailed understanding of client needs to explore leads, create and 
run projects, and generate new business through the application of an entrepreneurial mindset. 

How to apply
Interested applicants should submit a comprehensive CV in English, along with a covering letter, indicating salary 
expectations, to Lyn.Neely@INVISTA.com. Please quote the job title and reference code in your application.

By submitting an application for this vacancy, you hereby agree that your information will be stored by the Company 
(for a period of up to 6 months after closure of this position) and if necessary, forwarded to affiliated companies.

INVISTA is an equal opportunity employer. Competitive wages commensurate with experience.

LYCRA®, STAINMASTER®, COOLMAX®, TERATHANE®, CORDURA®, ANTRON® and POLYSHIELD® are trademarks of INVISTA.
The Koch Logo is a trademark of Koch Industries, Inc. © INVISTA 2015.
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Uhlsport, the German-based 
football brand, have signed 
a three-year deal to become 
the official match ball and 
title sponsor for the Somerset 
Football League.

Beginning in the 2018/19 season 
the brand will support the league 
through a number of partnership 
initiatives as well as supplying 
match balls for all participating 
league teams.

Paul Sherratt, Uhlsport country 
manager UK and Ireland, said: “It's 
exciting to have yet another league 
under our umbrella and underlines 
our commitment to grow this area 
of our business aggressively over the 
next five years.”

Sitting at Step 7 of the National 
League system, the league has a 

total of four divisions with nearly 
70 teams. The announcement 
reinforces the continued investment 
that Uhlsport has undertaken in 
recent years with, not least, the 
French Ligue 1 where the brand is 
the Official Football of the league 
as well as supporting grass roots 
leagues across all levels of the game.

Roy Penney, chairman of the 
Somerset County Football League, 
said: “To have a progressive football 
brand such as Uhlsport on board 
with a league of our stature will 
enable us to push our league to 
the next level and ensure that we 
have consistent match ball playing 
characteristics at every game as 
well as allowing us to recycle the 
Uhlsport investment back into 
supporting the clubs financially.”

Uhlsport become official 
match ball of the Somerset 
County Football League

graphene were awarded the Nobel 
Prize for physics in 2010. Building on 
their revolutionary work, the team 
at The University of Manchester has 
pioneered projects into graphene-
enhanced sports cars, medical 
devices and aeroplanes. Now the 
University can add sports footwear 
to its list of world-firsts.

Dr Aravind Vijayaraghavan, 
Reader in Nanomaterials at the 
University of Manchester, said: 
“Despite being the thinnest material 
in the world, graphene is also the 
strongest, and is 200 times stronger 
than steel. It’s also extraordinarily 
flexible, and can be bent, twisted, 
folded and stretched without 
incurring any damage. 

“When added to the rubber used 
in inov-8’s G-Series shoes, graphene 
imparts all its properties, including 
its strength. Our unique formulation 
makes these outsoles 50 per cent 
stronger, 50 per cent more stretchy 
and 50 per cent more resistant 
to wear than the corresponding 
industry standard rubber without 
graphene.

“The graphene-enhanced rubber 
can flex and grip to all surfaces more 
effectively, without wearing down 
quickly, providing reliably strong, 
long-lasting grip.

“This is a revolutionary consumer 
product that will have a huge impact 
on the sports footwear market.”

inov-8 is launching a 
revolutionary world-first in 
the sports footwear market 
following a unique collaboration 
with scientific experts.

The British brand has teamed up 
with The University of Manchester 
to become the first-ever company to 
incorporate graphene into running 
and fitness shoes.

Laboratory tests have shown that 
the rubber outsoles of these shoes, 
new to market in 2018, are stronger, 
more stretchy and more resistant to 
wear.

Graphene is the thinnest material 
on earth and is 200 times stronger 

than steel. First isolated at The 
University of Manchester in 2004, 
it’s the world’s first two-dimensional 
material at just one-atom thick and 
has the potential to revolutionise 
many areas of technology.

Michael Price, inov-8 product and 
marketing director, said: “Off-road 
runners and fitness athletes live 
at the sporting extreme and need 
the stickiest outsole grip possible 
to optimize their performance, be 
that when running on wet trails or 
working out in sweaty gyms. For too 
long, they have had to compromise 
this need for grip with the knowledge 
that such rubber wears down quickly.

“Now, utilising the 
groundbreaking properties of 
graphene, there is no compromise. 
The new rubber we have developed 
with the National Graphene 
Institute at The University of 
Manchester allows us to smash the 
limits of grip. 

“Our lightweight G-Series shoes 
deliver a combination of traction, 
stretch and durability never seen 
before in sports footwear. 2018 will 
be the year of the world’s toughest 
grip.”

Graphene is produced from 
graphite, which was first mined in 
the Lake District fells of Northern 
England over 450 years ago. inov-8 
too was forged in the same fells, 
albeit much more recently, in 
2003. The brand now trades in 68 
countries worldwide.

Ian Bailey, inov-8 CEO, said: 
“Product innovation is the number-
one priority for our brand. It’s the 
only way we can compete against 
the major sports brands. The 
pioneering collaboration between 
inov-8 and the The University of 
Manchester puts us – and Britain – 
at the forefront of a graphene sports 
footwear revolution.

“And this is just the start, as 
the potential of graphene really is 
limitless. We are so excited to see 
where this journey will take us.”

The scientists who first isolated 

inov-8 at the forefront of a graphene 
sports footwear revolution

ASICS AND 
NOVAK DJOKOVIC 

DOUBLE UP FOR 
AN ACE LAUNCH 

ASICS has partnered with 
world class tennis player 

Novak Djokovic to celebrate 
the launch of an exclusive new 

tennis shoe, the Gel-Resolution 
Novak. The ASICS’ flagship 

Gel-Resolution shoe has been 
offering top-performance on 

the court for many years due to 
its stability and support.

Based on ASICS Institute of 
Sport Science (ISS)’ research 
and analysis of professional 

tennis players’ motions 
and performances, ASICS 

develops its tennis footwear 
with stability and speed as 

the priority. Now, ASICS has 
teamed up with winner of 

12 Grand Slam singles titles, 
Novak Djokovic, to develop 

tennis footwear Gel-Resolution 
Novak. The new and improved 
iteration features Djokovic’s 
favourite ASICS technology, 

expertly curated to offer 
players superior stability when 

they hit the court.
Djokovic said: “I’m thrilled to 

be partnering with ASICS. They 
have gone above and beyond 

to ensure the technology is the 
best and specific to my needs as 
a player, on the court. The light 
weight and support structures 

on the midfoot allow me to 
move quickly and ensure I have 

the right stability throughout 
my performance.”

Motoi Oyama, chairman, 
president and CEO, 

representative director, ASICS 
Corporation said: “Tennis has 

evolved drastically over the 
years with many players now 
requiring products that allow 

them to move faster around 
the court and hit with greater 

power. The tennis category will 
be a future focus for ASICS as 
we look to eventually achieve 

our vision of becoming the 
world’s number one tennis 

footwear brand. We’re 
thrilled to be working with 

Djokovic as part of our ongoing 
commitment to inspire people 

to move more on and off the 
court. He’s an inspiration to the 

industry and fans across the 
globe, known for his stamina 
and strength, both physically 
and mentally. It’s fantastic to 
be partnering with someone 

that embodies the same values 
and beliefs that ASICS stands 

for every day.”
The Gel-Resolution Novak 

is one of a series of new tennis 
products to be introduced 
by ASICS in SS18, further 

demonstrating ASICS’ 
commitment to the 

category.

Salming North America, 
has announced its newest 
ambassador: Australian 
Ironman star Paul Matthews, 
who has four 70.3 wins to 
his name as well as a 14th 
finish at the Ironman World 
Championships in 2014.

David Field, CEO for Salming 
North America, said: “We are 
ecstatic that Paul will be racing in 
Salming this year. Paul will be an 
integral part of our triathlon team, 
working closely with our other 
ambassadors and the corporate 
office in Raleigh to help share his 
knowledge, experience and love 
of the sport among the endurance 
community.”

Matthews, who now makes 
his home in Austin, Texas, said: 
“I'm so excited to be partnering 
with Salming for the 2018 season. 
I know Salming has great shoes 
for Ironman racing and will help 
elevate my running to a new level 
this year!”

Matthews, more affectionately 
know as Barny, was born and 
raised in Murwillumbah, 
Australia before moving to the 

United States in 2012 to pursue 
his triathlon career. Among his 
notable achievements are a second 
and third place finish at the Asia/
Pacific Ironman Championships, 
and a sixth place finish at the 70. 
World Championships.

Salming welcomes 
Triathlon Champion 
Paul Matthews as it’s 
newest ambassador
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Snowman Swim, part of the popular 
Snowman weekend in August at 
Capel Curig, Snowdonia. The swim 
comprises a choice of half mile or 
one mile swims in the stunning Llyn 
Mymbyr.

This announcement underlines 
Aqua Sphere’s continued 
commitment to support and 
encourage more people to experience 
the joy of open water swimming. 
Each AAH triathlon includes sprint 
distances for novice athletes as well 
as full events for more seasoned 
triathletes and all are staged amongst 
the UK’s most beautiful and iconic 
locations.

Stacey Langlois, marketing 
manager for Aqua Sphere UK 
said: “We are delighted that AAH 
introduced dedicated open water 
swims to the Snowman weekend 
this year and proud to put our

name to these challenges for 
2018! Set in beautiful Snowdonia, 
the scenery and atmosphere is 
spectacular and AAH events are 
always so well organized and such 
great fun, it really is a pleasure to be 
part of their continued growth. All 
2018 races are now open to entries 
and there is a choice of distances 
to suit every individual. Every 
year the races sell out faster than 
ever so we strongly advise anyone 
considering a triathlon or open 
water swim next year to check out 
www.alwaysaimhighevents.com 
and enjoy the experience! We look 
forward to seeing you there!”

Tim Lloyd, director, Always Aim 
High Events added: “ We are very 
excited to continue our relationship 
with Aqua Sphere, their dedication 
to sport and quality is a perfect 
fit for us at Always Aim High. It 
is thanks to our highly regarded 
partners like Aqua Sphere that we 
continue to grow our reputation 
as the UK’s premier triathlon 
organizer.”

Aqua Sphere’s ongoing support 
towards organized triathlons 
and open water races underlines 
its unwavering commitment to 
encourage more people to take part 
and enjoy open water swimming at 
all levels

Aqua Sphere is strengthening 
its long-term partnership with 
Always Aim High, the team 
behind the UK’s most beautiful 
and iconic triathlon series which 
consists of the Cardiff Triathlon, 
the Suunto Adventure Triathlon 
Series comprising the Slateman, 
Snowman and Sandman 
triathlons, and the new Harlech 
Triathlon.

As well as continuing as the official 
swimming brand to these award 
winning events and supplying caps 
and a range of wet suit prizes across 
all races in 2018, Aqua Sphere is now 
the title sponsor to the Aqua Sphere 

Aqua Sphere strengthens 
its partnership with iconic 
triathlon series

AfterShokz has become an 
official headphone partner with 
Athletics Northern Ireland.

The number one bone conducting 
headphone brand in the UK, 
AfterShokz’s headsets are now 
approved for use in all road races 
under the UK Athletics rules of 
competition.

Coinciding with a recent change 
to Athletics Northern Ireland’s rules 
which states that as of January 1, 
2018, bone conduction headphones, 
like AfterShokz, are the only 
headphones permitted for use in 
road races.

Kerry Woods, Athletics 
Northern Ireland’s director of 
business and operations, said: 
“Athletics Northern Ireland is 
absolutely delighted to partner with 

AfterShokz partner with 
Athletics Northern Ireland

AfterShokz. We’re passionate about 
getting more people participating in 
both running and athletics.

“Whether running road races, 
track and field, or simply out 
running with friends or on your own, 
the most important thing is that 
running is fun, as well as safe.

“Many runners and athletes enjoy 
listening to music while they run, 
and bone conducting headphones 
allow them to do this, while also 
helping to keep them safe.

“The new Athletics Northern 
Ireland rules state that “in ear” 
headphones cannot be used in 
events where roads are open to 
traffic. Runners can get around 
this by using AfterShokz’s bone 
conduction technology, which 
delivers high quality sound to the ear 
through vibrations in the cheekbone.

“This stops the headphones 
blocking out sounds such as 
traffic and emergency vehicles, 
meaning athletes can enjoy their 
music, whilst being fully aware of 
their surroundings – potentially 
preventing accidents.

“The rule change is first and 
foremost about the safety of our 
members and this partnership 
allows us to provide a great product, 
and promote safe running here in 
Northern Ireland.”



I AM DIFFERENT.
EVERY DAY.



CIMSPA AND 
EREPS AGREE 

MEMORANDUM OF 
UNDERSTANDING 

The Chartered Institute for 
the Management of Sport and 
Physical Activity (CIMSPA) 
has signed a memorandum 
of trust and understanding 
with the European Register 

of Exercise Professionals 
(EREPS). This memorandum 

describes the criteria for a 
working relationship to exist 

between EREPS and CIMSPA.
Under the agreement, 

European fitness professionals 
based in the UK will be able to 

use their EREPS accreditation 
to join the CIMSPA Exercise 
and Fitness Directory, which 

lists fitness professionals 
whose qualifications have been 

recognised by CIMSPA.
EREPS will, in turn, 

recognise and accept the 
registration onto EREPS of 

any applicant registered on the 
CIMSPA Exercise and Fitness 
Directory, giving UK exercise 
and fitness professionals the 
freedom to work across the 

continent’s sport and physical 
activity marketplace.

Both directories are 
committed to upholding and 

respecting the decisions made 
by each other in the practice 

and governance of their 
directories.

The EREPS and CIMSPA 
directories of exercise 

professionals will cooperate 
to foster and develop 

international understanding 
that will help to raise 

professional standards and 
the recognition of individual 

exercise professionals who are 
suitably and professionally 

qualified and registered.
Commenting on the 

memorandum, Tara Dillon, 
CIMSPA CEO said: “This is an 

important new partnership for 
CIMSPA. Our explosive growth 

in the exercise world means 
that we’re already welcoming 

a wide range of fitness 
professionals from across 
Europe into membership.

“With an increasing 
number of UK fitness 
employers requiring 

CIMSPA membership from 
their frontline teams, this 
agreement ensures we can 

quickly recognise a wide range 
of non-UK qualifications, 

via the trusted reputation of 
EREPS.”

Julian Berriman, the 
EuropeActive Director of 

the Professional Standards 
Committee, said: “We are 

delighted to have signed this 
agreement with CIMSPA and 

to benefit from the mutual 
recognition and support that 

this will provide. It is our 
central aim to professionalise 

the fitness sector across 
Europe, and the creation of 

this alliance is an important 
stepping stone in this process.”

CIMSPA will also act as the 
UK representative on 
pan-European fitness 

consultations convened 
by EREPS.

Vibram, world-leading 
producer of high-performance 
rubber soles, has gained more 
recognition for Furoshiki The 
Wrapping Sole.

The shoe has won the ADI 
Compasso d’Oro International 
Award, with two prizes in Milan and 
Hangzhou (China), and the Grand 
Award in the Design for Asia 
Awards 2017.

The concept of Furoshiki The 
Wrapping Sole  is once again 
acknowledged as unique in the 
field of footwear. This is, in fact, the 
first shoe to take inspiration - and 
name - from the Japanese art of 
furoshiki, and effectively wrap the 
foot, providing a personalised fit and 
exceptional comfort for any foot 
morphology.

Thanks to state-of-the-art 
production techniques, Vibram 
has well and truly revolutionised 
footwear design to create a shoe 
whose ergonomic uppers, made in 
Eurojersey Sensitive fabrics, are a 
direct extension of the sole, which is 

Global fitness company, Dyaco 
International, has announced 
the launch of a Commercial 
and Medical Division, with 
industry veteran Daniel 
Clayton appointed as 
president.

Dyaco International, founded 
in 1990 and headquartered in 
Taiwan, manufactures world-
class fitness and wellness 
products for home, commercial 
and medical markets. Dyaco 
owns Spirit Fitness and Xterra 
Fitness, as well as producing 
and distributing a wide range of 
market-leading brands including 
UFC, SOLE and Fuel.

With over 27 years’ global 
experience in the fitness industry, 
Clayton’s previous senior roles 
include vice president at Johnson 
Health Tech, managing director 
at Technogym Asia and group 
director of Innovation and 
Development at Virgin Active.

Michael Lin, chairman of 
Dyaco, said: “We are thrilled to 
have an individual with the calibre 
of Daniel leading the new division. 
His vast industry knowledge 
and leadership experience make 
him ideally suited for such a 
prestigious role.”

Allen Ting, Dyaco’s CEO, 
added: “As president of our newly 
formed Commercial and Medical 
Division, Daniel will provide the 
vision and strategic leadership 
to accelerate the growth of our 
brands in the commercial health 
and fitness landscape. His work 
to assemble a world class team of 
industry professionals to deliver 
this has already begun.”

Other international 
appointments announced include 

Gary Peak, formally managing 
director for Johnson Health 
Tech Australia, who joins as 
president of Spirit Commercial 
and Medical Division North 
America. Robert Lake moves from 
his current position as regional 
director EMEA at Octane Fitness 
to become vice president Global 
Key Accounts and Arjan van Dijk, 
formally sales director at Johnson 
Health Tech Benelux,will become 
vice president Commercial 
Strategy and Infrastructure. After 
twelve years at ICG, Graham 
Stoney joins as Director of Group 
Training.

David Hughes brings his vast 
experience of 30 years in the 
UK fitness industry and medical 
rehabilitation sector to head up the 
UK business, with Andy Loughray 
leaving Matrix Fitness UK to 
become Dyaco UK sales director.

Daniel Clayton said: “We have 
game-changing plans for the sector 
with global brands such as UFC 
and Jonny G in our portfolio and a 
comprehensive range of innovative 
Spirit equipment.

“We have carefully studied the 
emerging industry trends and 
we’re ideally placed to fulfil the 
demands of the ever-changing 
fitness and wellness sector, with 
high quality, versatile products 
and services to meet the needs of 
everything from HIIT, boutique 
gyms, Cross Fit and combat, 
through to traditional health clubs, 
wellness and active ageing.”

Global customers will have 
the opportunity to meet the new 
team and test the products for 
themselves at trade shows in 
spring 2018 including IHRSA, 
FIBO and Elevate.

Dyaco International launches 
Global Commercial and 
Medical Division

Vibram footwear wins the ADI 
Compasso d’Oro International Award

2XU partners with Jetts Gyms
2XU (‘Two Times You’) has 
partnered with Jetts Gyms in 
the UK and the Netherlands, 
building on the already great 
relationship the partners enjoy 
in Australia.

The partnership names 2XU as 
the official apparel brand of Jetts 
Gyms, delivering performance 
apparel to their members, staff and 
trainers.

Jetts Gyms locations in the 
UK include Birmingham, Wigan 
and Manchester with new 
locations set to open early this 
year in London, Portsmouth and 
Accrington. Moving forwards, 
all Jetts' staff and trainers will be 
visible in uniquely designed 2XU 
performance apparel.

Extending its high-performance 

range beyond retail customers, 
2XU also offer customised 
apparel solutions for teams, clubs, 
corporate groups and private 
entities with bespoke designs, 
colourways and features.

James Garner, business 
development director of Jetts 
Gyms UK said: “We’re proud to 
become a partner of 2XU, enabling 
us to outfit our team with one of 
the most specialist performance 
brands in the industry and educate 
our members about the benefits of 
compression.

Mike Martin, sales and 
marketing director at 2XU, said: 
“We are now excited to see all 
Jetts staff in 2XU kit as part of 
our Teamwear range, specifically 
designed for their brand.”

Wahoo Fitness has appointed Fusion Media to handle their PR brief in 
the UK.

Wahoo has created an ecosystem of sensors and devices for runners, cyclists 
and fitness enthusiasts. They are dedicated not only to capturing and measuring 
workout data, but also to helping people understand what it means and helping 
customers, known as Wahooligans, achieve better results.

High profile partnerships with the likes of Team Sky and two-time Ironman 
world champion Jan Frodeno illustrate the trusted stature of the brand.

Founded in 2008, London-based Fusion Media is the PR and Digital Agency 
for endurance sport. Their portfolio of clients includes brands such as Strava, 
where they work as the social network’s European PR agency, Red Bull, Evans 
Cycles, Shimano, Telegraph Events, Ribble Cycles, Royal Dutch Gazelle and 
Madison.

Colin Eustace, general manager - EMEA at Wahoo, said: “We focus on 
enhancing the user experience through leading-edge technology but as a young 
challenger brand Wahoo wanted to reach a new, broader engaged audience 
while at the same time grow our community. By activating partnerships, 
influencers and through relationships with specialist and national media, 
the team at Fusion have demonstrated that they can talk authentically to 
passionate, knowledgeable cyclists and endurance athletes across the UK.”

Adam Tranter, founder and director at Fusion Media, said: “Wahoo is a 
brand we’ve long admired and are really pleased to be joining forces at this 
exciting time. Like them, we want to be disruptive in this space and are excited 
to challenge and exceed what the market expects of smart and wearable fitness 
tech. We’re excited to be working with Wahoo to increase their awareness and 
market share, especially amongst cyclists, runners and triathletes.”

Wahoo Fitness appoints 
Fusion Media as its PR agency
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made in Vibram XS City compound 
to ensure durability and grip on 
urban surfaces, even when wet.

Vibram received a further 
prize in the spectacular setting 
of the Hong Hong Convention & 
Exhibition Centre (HKCEC): at an 
event organised by Hong Kong DFA 
“Design for Asia Awards”, Furoshiki 
was honoured with the “Grand 
Award”, which acknowledges the 
best product in terms of

design, influence in Asia and 
commercial success.



Jenny Vincent, GO TRI Strategic 
Lead at British Triathlon, adds: 
“There is great synergy between 
our brands, and as forward thinking 
NGBs we have similar visions for 
mass participation. As part of our 
agreement with British Rowing, 
we will include Go Row Indoor 
components within the GO TRI 
Gym training product and associated 
resources. Where appropriate to the 

@SportsInsightUK

British Rowing and British 
Triathlon, the national 
governing bodies (NGBs) 
responsible for creating the 
innovative mass participation 
products Go Row Indoor and 
GO TRI, have announced a 
partnership to cross-promote 
and align their activities.

Helen Rowbotham, director of 
innovation at British Rowing, said: 
“We are excited to be working with 
British Triathlon on the integration 
of indoor rowing within its GO TRI 
Gym Challenge product. There 
is a natural alignment between 
our products, with indoor rowing 
being a highly effective work out, 
which is perfect for cross training. 
We’re confident that this unique 
partnership will enable us to attract 
new participants to help grow both 
sports.”

British Rowing’s indoor rowing 
strategy, Go Row Indoor, brings 
together industry partners, 
addressing barriers to participation 
and growth, and provides a 
collective voice and profile for 
the sport of indoor rowing that 
hasn’t previously existed. The new 
programme includes training for 
fitness professionals, a series of 
group exercise class models, a wide 

range of training resources including 
a tracker and challenge app, as well as 
national and regional events.

The biggest event is the British 
Rowing Indoor Championships, 
presented by Visit Sarasota County 
taking place on Saturday, December 
9, at the Olympic Velodrome.

Pitched at a similar audience, 
British Triathlon’s GO TRI product 
is designed as a fun and informal way 
for people to access triathlon for the 
first time. For those not ready to take 
on a full outdoor triathlon, the GO 
TRI Gym product provides in-gym 
training delivered by triathlon-
trained instructors to practice and 
progress swimming, cycling and 
running skills.

The GO TRI Gym Challenge 
currently recommends indoor rowing 
as an alternative to swimming, where 
there is no pool access or where the 
swimming element is considered to 
be a barrier by the participant.

With recent research highlighting 
indoor rowing training as a key skill 
gap amongst fitness professionals, 
this partnership between the two 
NGBs will ensure professionals have 
access to high-quality indoor rowing 
training, both as a stand-alone activity 
and as a key component of future GO 
TRI training.

OPRO TO LAUNCH 
GROUND-
BREAKING 

MOUTHGUARD 
WITH PATENTED 

TECHNOLOGY AND 
FITTING DEVICE

 
OPRO, the world’s largest 
manufacturer of the most 

technically advanced 
mouthguard, will launch 

its brand-new, innovative 
mouthguard at the largest 
sports trade exhibition in 

Europe, ISPO, running from 
January 28 to January 31.

OPRO’s Power-Fit 
mouthguard will sit at the 

summit of their Self-Fit 
range, offering consumers 
the ultimate in self-fitting 

protection,comfort and 
retention.

For OPRO, the official 
mouthguard partner of 

many professional sporting 
organisations, Power-Fit is 

an innovative and immediate 
solution for those looking 

for the protection levels of a 
custom fit mouthguard, with 

the ease of fitting a self-fit 
product via the boil and bite 

method.
OPRO chairman and 

founder, Dr Anthony Lovat 
BDS, said: “We are delighted to 
be able to offer our customers 

the most advanced self-fit 
moutguard in the world, 

making the fit, protection 
and retention qualities of 
a custom-fit mouthguard 

available to them in this way.
“Power-Fit is the result 

of OPRO’s dedication to 
innovation and we are 

extremely excited to finally be 
launching the product early 

next year.”
After years of research 

and development by OPRO, 
the introduction of the 

patented ‘Power Cage’ - the 
fitting device which applies 
perfectly balanced pressure 

over the entire surface of 
the mouthguard during the 
fitting process and provides 

phenomenal fit.
The elements of Power-

Fit’s unique design come 
together to produce optimum 
impact protection, flexibility, 
supreme comfort and a highly 

retentive fit that follows the 
position and contours of the 

teeth.
Power-Fit is suitable 

for all contact sports, 
and as standard, both the 

mouthguard and case contain 
Biomaster, an additive which 

protects them from 
microbial growth.

Solo Sports Brands Limited, the UK & Eire distributor of arena 
swimwear, have appointed Allan Thornton as their arena Brand 
Ambassador.

Allan will be poolside at all major events within the territory, his role 
is to support the development of the arena brand with clubs, coaches and 
swimmers at all levels. 

Debbie Poulson, of Solo Sports UK, said: “We are pleased to have Allan join 
our team and are confident his knowledge and expertise will prove invaluable 
in solidifying our existing partnerships while seeking out new opportunities.

Thornton has been passionate about swimming for over 30 years. He has 
been involved in competitive swimming as a coach since 1985 and during this 
time has assisted in the development of two major clubs in the London Region 
(Harrow & Ealing). He has been the assistant head coach, and also a board 
member, at Ealing SC since 1993, during which time the club has grown to be 
one of the largest in England. The club and it’s swimmers have won various 
national titles and always feature heavily in the arena National Swimming 
League Finals. He has been the Middlesex County head coach for a number 
of years and also the head coach to the London Region team on a number of 
occasions. He has also coached for many years on the Swim England National 
Talent programmes. He is a current member of the Middx County Swimming 
committee and London Region Coaches Forum. He has also run a successful 
print & marketing company. 

Thornton said: “arena has always been in the forefront of competitive 
swimming suits development and this is a wonderful opportunity to promote 
existing and new products to the swimmers and clubs within these countries.”

YAMAtune set for 
UK launch
YAMAtune is launching in the UK and Europe.

The company, based in Hokkaido, Japan, has been crafting superior 
socks for over half century.

A brand synonymous across Japan and Asia for the utmost quality in 
materials and design, YAMAtune is the brand of choice for marathon 
runners, mountaineers and extreme sports fanatics, to name a few.

Visit the YAMAtune stand at the National Running Show 2018, at 
Birmingham’s NEC, for a sneak peak at this great range of products. As an 
added bonus, they will also be offering professional advice on site to explain 
the benefits of their unique products.

Thornton appointed as 
arena Brand Ambassador

DW Sports has launched a 
brand new concept store in 
Gateshead Metrocentre, the 
first in a planned expansion 
across the UK for the company.

The new 15,000 square foot 
store split across two levels 
showcases the major new scheme 
which DW Fitness First Group, 
operator of many stores and gyms 
across the UK, is implementing. 
The store will feature advances 
in sports technology, including a 
gait analysis machine and expert 
staff to help customers choose the 
perfect running shoes.

The store also offers a full 
sports performance range 
across five of the north-east’s 
most popular sports categories 
including running, football, 
swimming gym training and rugby 
for men, women and children. 
Ranges stocked in the store will 
include Adidas, Under Armour, 

Nike, Puma and Asics, amongst 
others.

This new store also marks a 
new direction in the look and 
feel of DW Sports stores, moving 
away from dark and heavy colours 
of traditional sports shops with 
lighting and materials which create 
a softer, brighter look. This space 
and store offering has also been 
designed specifically for the needs 
of customers in the area, taking 
feedback from the DW Sports store 
and gym in Byker.

Matt Sharpe, retail director 
of DW Sports said: “This is an 
important milestone for DW 
launching one of our most exciting 
stores to date in the Metrocentre. 
We’re excited to share the new 
look and feel of the store, as well 
as DW’s continued focus on 
performance based sports in the 
hope that everyone in the UK can 
find their own active.”

DW Sports launches 
brand new concept store 
at Gateshead Metrocentre

British Rowing and British Triathlon 
announce grassroots partnership

setting, we’ll also promote indoor 
rowing as an alternative third 
discipline within existing GO TRI 
events.”

Reflecting market demand, 
the partnership will also explore 
opportunities to develop new indoor 
rowing triathlon challenges, events 
and other supporting resources.

It is hoped that the partnership will 
help both British Rowing and British 
Triathlon achieve their respective 
participation goals – to increase the 
number of people indoor rowing by 
ten per cent over four years; and to 
encourage 25,000 people to register 
for GO TRI by April 2019.
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F45 opens first studio 
outside of London
F45 has opened a new 
studio in Brighton.

It will be it's first studio 
outside of London since its 
flagship UK studio launched 
in Tottenham Court Road in 
March 2017.

Short for Functional 45, 
F45 was founded in Australia 
by entrepreneur and former 
equities trader Rob Deutsch, 
who grew dissatisfied with 
commercial gyms and spotted a gap in the health and fitness market. 
market. Since its conception, F45 has become the fastest growing franchise 
in Australian history, currently spanning 31 countries with 145,000 
members.

Following the successful openings of London sites including 
Farringdon, Kingston, Wandsworth and Paddington, F45 Brighton follows 
hot on their heels.

Co-owner of F45 Brighton, Jane Roche said: “We are so excited to be the 
first F45 studio to open outside of London. F45 is all about results-based 
team training, and we are so passionate about building our own local F45 
community, and helping people to achieve life changing results in our 
studio right beside Brighton Station.”

F45 boasts an extensive range of 29 high intensity group training 
programmes which have been designed by F45’s elite athletic directors; no 
two classes are ever the same to ensure members never get bored of their 
workout and achieve remarkable results.

The global success of F45 as a franchise network has encouraged many 
athletes, personal trainers and entrepreneurs to become part of this 
innovative fitness movement due to its relatively low start up and running 
costs, turn-key set up and generous return on investment.

In addition, F45 boasts an impressive array of ambassadors worldwide, 
including English Rugby Union player, James Haskell. 

New website 
launch for Social 
Run Group
The Up & Running powered 
Social Run Group (SRG) has 
launched its new look website 
for the 2018 running season. 

Social Run Group is a fun, free 
and friendly running community 
that started in late 2016 and has 
slowly grown to the exciting and 
committed group it is today. Due to 
its steady and continued growth, 
as well as the fact that each week 
more and more people are signing 
up to take part, it needs a new 
‘e-club house’ to cope with the host 
of runners heading in its direction. 
The decision was made to redesign 
the site to reflect the fresh and 
vibrant community that it has 
become.   

Jonathan Midwood, general 
manager of Up and Running, said: 
“We are thrilled to be able to provide 
an ‘e-club house’ for our members 
to engage with and we are proud to 
be involved in such a popular series 
of events. 

“Social Run Group is not a 
collection of runners chasing 
personal bests; it is a collective of 
like-minded, social runners who 
simply want a friendly and inclusive 
group of people to run with once 
or twice a week. More about Social 
Run Group and the new website can 
be found at srg.upandrunning.co.uk

additives and preservatives.
Andrea Cahill, marketing 

manager, Acti-Snack, said: “As 
consumers become more discerning 
and savvy in terms of what they’re 
putting in their bodies, clear and 
transparent labelling is more 
important than ever before. With no 
artificial additives, the Acti-Snack 
range ticks the box for those looking 
to limit the number of artificial 
ingredients they add to their diet and 
increase their natural ingredient 
intake.”

Acti-Snack, the innovative 
sporting nutrition brand, has 
put in its best performance since 
launching back in 2015, with a 
34.4 per cent growth in value 
year-on-year and a 208 per cent 
growth in the past two years.

The positive trajectory of the 
brand trumps the overall category 
performance which has grown 20 
per cent from £51 million in March 
2015 to £ 61 million in March 2017.

Acti-Snack’s continued success 
feeds into consumers’ current 
scrutiny of food and drink. Almost 
two-thirds claim they read 
ingredients lists before buying new 
product, and a third are looking for 
sports nutrition products with all-
natural ingredients.

A unique product to the sports 
nutrition category, Acti-Snack 
is designed to maximise on the 
natural goodness of each ingredient 
to help meet individual sporting 
nutritional needs and offers a 
healthier alternative to the artificial 
supplements on the market.

The 100 per cent dried fruit, nut 
and seed range comprises of mixes 
such as: ‘Fruit, Nut & Seed’, ‘Fruit, 
Nut & Soya’, ‘Nut Mix’ and ‘Fruit, 
Nut & Cacao’, all of which contain 
no added salt, no added sugar, are 
gluten- free and free-from artificial 

Acti-Snack brand gathers 
momentum as consumers 
look for all-natural ingredients
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TaiSPO continues to dominate 
the Asian sports industry

For first time since 2011, TaiSPO 
will be held separately from Taipei 
Cycle Show. TAITRA, the organizer 
of the two events, decided to move 
the Taiwan Cycle Show dates to 
meet with industry expectations 
after a comprehensive industry 
survey.

TAITRA, TaiSPO’s event 
organizer, adds that the sports show 
will continue to display fitness, 
camping, outdoor and water sports 
equipment, as well as sportswear. 
Visitors will have the opportunity 

One of the largest sporting 
goods shows in Taiwan 
will return for its 45th 

edition and is expected to 
continue its influential presence 
in the Asian sports industry 
with over 300 exhibiting 
manufacturers and 1,800 
exhibition stands at the show.

TaiSPO will be organized for the 
45th time from March 8-10, 2018. 
The show will feature the latest 
outdoor goods from leading national 
and international manufacturers.

to see 300 exhibiting manufacturers 
and 1,800 exhibition stands and 
seize the “best opportunities to meet 
with suppliers in Taiwan and the 
Asia region to source new partners 
in the sporting industry”.

More than 23,000 local and 
international visitors attended 
TaiSPO 2017, according to official 
reports from the show’s organizers. 
The international sports goods show 
expects to attract high volumes of 
international interest following the 
success of past shows.

There will be various exclusive 
items on display at the show, ranging 
from fitness equipment, camping 
supplies and sports gear.

In addition to the many outdoor 
exhibitors, there will be several 
business happenings during the 
exhibition. This includes a fitness 
industry and management forum, 
marathon and sports marketing 
forum, and one-on-one procurement 
meetings. 

Show organizers have specially 
invited international experts from 
the sporting industry to speak 
during the show and share their 
insights about the latest trends in 
the marathon and fitness business. 

Nevertheless, one of the most 
anticipated novelties at the show 
is the IoT/Wearbles Zone, which 
will be displaying wearable training 
devices, and the Training Programs 
Zone for personal training classes.

TaiSPO 2018 will be open on 
March 8 for trade visitors only, at 
the usual venue, the Taipei World 
Trade Center Hall 1 and 3, while 
March 9-10 welcomes both trade 
visitors and public visitors. Register 
online to visit TaiSPO 2018.



CREATED WITH ONE 
PIECE OF FABRIC

R-EVO ONE

• GREATER FREEDOM OF MOVEMENT 
AND COMFORT.

• EASY AND QUICK TO PUT ON.
• BETTER GLIDE ON THE WATER WITH 

LESS DRAG.

TECHNOLOGY

A R E N A W A T E R I N S T I N C T . C O M 

Solo Sports Brands Ltd
phone 015396 22322
info@solosport.co.uk
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refurbishment of the facility. 
Powerbase, one of the country’s 
largest strength and conditioning 
gyms, provides an environment where 
training, recovery and rehabilitation 
can all be accessed under one roof. 
Every day Olympians, Paralympians 
and Loughborough University’s elite 
squads from a multitude of sports 
train in the facility.

Supported by Loughborough’s 
team of strength and conditioning 

world-leading brand. We have a long 
heritage of involvement with elite sport 
having been the official supplier to the 
last six editions of the Olympic Games. 
Our partnership with the world’s best 
sporting university is a testament to 
our continued commitment to elite 
sport at all levels and we look forward 
to seeing some of the UK’s best athletes 
using our equipment at Powerbase.”

Jo Simpson, Loughborough Sport’s 
commercial director, added: “As the 
global leading university in sport we 
are proud to be entering a partnership 
with Technogym for our new Centre 
of Excellence. Our reputation is built 
upon research, performance and a 
history of pushing boundaries, all 
of which have allowed us to achieve 
sporting excellence over the last 
100 years. Looking to the future, 
this unified partnership is designed 
to develop the next level of athlete 
performance and consolidate 
our position at the pinnacle of 
global sport.”

Technogym has been 
awarded a five-year 
contract to supply its 

state-of-the-art equipment and 
digital software to the world’s 
number one sporting university, 
Loughborough.

Creating a new Centre of 
Excellence within the already sector-
leading Powerbase strength and 
conditioning gym, Technogym’s 
first step has been a £500,000 

coaches there are several current 
world record holders training as 
part of the Loughborough set-up, 
with Powerbase also home to British 
Weightlifting.

The gym, features over 100 
Technogym stations including 11 
Olympic Power Racks and Pure 
Strength plate-loaded equipment. 
There is also be a dedicated cardio 
mezzanine floor overlooking the 
strength area, housing Technogym’s 

athletic performance training 
solution, SKILLMILL Connect 
and EXCITE Treadmills, Varios 
and Bikes.

Cutting the ribbon alongside 
Loughborough University’s Vice 
Chancellor Professor Robert Allison 
were England rugby captain Sarah 
Hunter, England netballer Beth 
Cobden and international athletics 
medallists Harry Aikines-Aryeetey, 
Dan Greaves and Martyn Rooney, 
a fitting ensemble for a world class 
facility.

In addition to the state of the 
art equipment, Technogym will 
also support research carried out 
by the School of Sport, Exercise 
and Health Sciences as well as 
providing placement and internship 
opportunities for Loughborough 
University students.

Steve Barton, Managing Director 
at Technogym UK said: “We are 
delighted to align Technogym with 
Loughborough University, another 

Technogym announces partnership 
with Loughborough University
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Why pay full price when you 
can buy off-price?

For the best deals on leading sports and 
athleisure apparel and footwear, get down to StockXchange, 

the No.1 event for stock buying!

Register for free at www.offpriceshow.co.uk
11th and 12th March 2018, ILEC Exhibition Centre, London SW6 1UD
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we can get both companies, the retail 
strongly back within the specialists 
and then grow the brand awareness 
through Teamwear and working with 
the best schools, colleges, universities 
and clubs as well. It's just going to 
raise the brand profile throughout 
the UK.”

And Damian's approach looks to 
be working as interest in the brand 
appears to be growing.

He added: “We have had a great 
reaction so far, loads of interest in 

Robinson, who was Sales Director 
in the teamwear business for Under 
Armour Team Sports, and previously 
worked for Berghaus and The North 
Face, is now sales director for the 
Skins retail business. Alan Keylock 
is going to be sales manager for the 
teamwear business.

“With Under Armour we 
serviced teams such as Wasps 
RFC, Worcester Warriors RFC 
and Surrey cricket as well as 
supporting contracts like the Welsh 
Rugby Union, Clermont rugby and 
Tottenham FC. We built up a very 
strong business and have a good 
network in place and again, we will be 
targeting the best schools, colleges, 
universities as well as amateur and 
professional teams. We also want to 
work with a retailer/reseller network 
throughout the UK and Ireland, who 
can provide Skins Teamwear within 
a designated territory.”

Damian is looking to push the 
brand and raise its profile in the UK 
and Ireland and develop strong links 
with retailers.

He said: “For the business in 
general what we have tried to do 
is reposition the brand, very much 
focussing on the strength of the brand 
– the technical compression, while 
now developing a more activewear 
collection with a focus on training 
and run activities.

“We are very much concentrating 
on the independent and specialist 
retailer. We genuinely believe that if 

INTERVIEW

Damian said: “Skins Retail UK and 
Ireland and Skins Teamwear UK are 
two separate companies. Skins head 
office for retail is still going to be in 
Burton, where we have marketing, 
customer service and finance. On the 
teamwear side of the business we 
have finance, product, warehousing, 
customer services, graphic design 
and marketing out of our office in 
Cwmbran, South Wales.

“I am really excited with the 
opportunity on both retail and 
teamwear. Skins have always been 
known as a base layer technical 
compression brand so for the first 
time we will be taking the brand to 
leading clubs, schools, colleges and 
universities along with strategic 
professional teams throughout the 
UK and Ireland providing apparel for 
both on and off field.

“We also have the global licence for 
teamwear for Skins, so we are looking 
at key markets like France, Australia 
and the US but the focus for the next 
12-18 months is going to be very 
much the UK and Ireland.

“We have recruited three new 
reps for the retail business covering 
Ireland, the North and Scotland 
and the South East of England. And 
my other company (Unify Brand 
Partnerships) will be covering Wales 
and the South West region.

“Altogether we have nine 
salespeople between the retail 
and the teamwear business 
covering the UK and Ireland. Jason 
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Damian Cooper is looking 
to give fresh impetus to 
compression wear sports 

brand Skins.
Damian, is managing director 

of Ninety9 Teamwear and was 
the licensee for Under Armour 
Teamwear for the UK and Ireland, 
until they mutually terminated their 
agreement in March 2017 before 
finishing with them last October.

Following on from that they have 
taken over Skins Retail for the UK 
and Ireland and also have a ten-year 
licence for Skins Teamwear UK.

Skins is about performance in 
sport. Their compression is designed 
to put the right pressure in the right 
place to aid in performance. They are 
about increased blood flow, increased 
oxygenation of the blood, endurance 
and recovery. They also adopt a 
holistic approach in compression 
that allows them to also play in the 
adjacent category of activewear 
complimenting the compression 
range.

the brand, we have launched a new 
Teamwear catalogue which covers all 
the core sports plus customised and 
stock product ranges as well.

“We are really excited for 2018, we 
think it is a fantastic opportunity for 
the brand. We were at the the STAG 
Winter Show and we had a fantastic 
reaction to the brand. We reactivated 
a number of accounts which was 
fantastic and I think people believe 
in what we are doing and we also 
opened up a large number of new 
accounts as well.

“Over the last six months we 
have gone back out and re-engaged 
with customers that maybe haven't 
seen the brand for a while, so we are 
excited that we have a really good 
opportunity in 2018. It's looking very 
promising.”

And Damian also wants to make 
sure that all their customers feel 
valued and that the company is there 
to help and support them with a first 
class service.

He said: “We have invested in a 
large sales force because we really 
want to get back to old school service 
levels, regular meetings, event 
support, staff training, etc. A lot of the 
big brands theses days are very much 
focussed on holding stockrooms or 
showrooms meeting every quarter. 
We want to support the independent 
and specialist retailers, see them on a 
regular basis and make sure they are 
having industry best service levels.

“The feedback we are getting is 
great, we genuinely believe that the 
retailers are looking for that face-
to-face contact. It's getting back to 
making sure the basics are covered 
with staff training and that in-store 
areas are looking really strong and 
that they have confidence in the 
regional sales manager. That they 
know when they contact them that 
they are going to get a good service. It 
is ticking the boxes of all the basics to 
make sure that we are front of mind 
within the retailers.

“We did some research, went 
out to a couple of independents and 
key accounts and honestly it was a 
bit of an eye opener that retailers 
are frustrated because of the lack 
of service provided by a number of 
brands.

“It is an opportunity for us, with 
a lot of companies going web-based 
with B2B, to make sure that we do our 
job properly and that we get in front 
of the retailers on a regular basis.”

Aiming for old school service and 
increasing brand awareness

Damian Cooper talks to editor Mark Hayhurst about his new role 
as managing director of Skins Retail UK and Ireland and Skins 

Teamwear UK and the future for the brand.
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Optimum Nutrition announces 
the winners of Gold Standard 
Fitness Awards

Kim has demonstrated leadership 
in the wellness industry by using an 
innovative combination of fitness, 
DNA testing, Neuro Linguistic 
Programming and nutrition to help 
her clients unlock their potential 
and achieve health and fitness goals.

With over 15 years’ experience 
in the industry, Jay Banks has been 
recognized as the Group Fitness 
Instructor of the year. Jay’s passion 
and dedication to the industry 
hasn’t gone unnoticed as he 
consistently continues to develop 
in different areas of fitness and 
training functions.

demonstration of leadership, 
innovation and success within 
their profession. The winners 
were selected by high profile 
fitness industry experts 
including; ON athletes Shaun 
Stafford and Carly Newson as 
well as international fitness 
trainer and presenter, Fitzroy 
Gaynes, Fitness and Nutrition 
Lecturer and Course Developer 
Richard Schrivener and Personal 
Training Director, Chris Walton.

Head of Marketing, Benoit 
Batard, from Optimum Nutrition, 
said: “We are really impressed 
with the high quality and 
diversity of applicants in this 
year’s Gold Standard Fitness 
Awards. We received entries 
from all corners of the UK, 
specialising in different areas 
of fitness, and it was really 
fascinating to discover the 
incredible efforts and activity 
that has gone into shaping the 
industry. As well as celebrating 
the winners, the Gold Standard 
Fitness Awards also provides 
an opportunity to acknowledge 
all fitness professionals around 
the country and we thank all for 
getting involved.”

Winners from each category 
will receive £2,500 worth of 
Optimum Nutrition product, 
£1,500 towards an educational 
fitness or nutrition programme 
of their choice, and have the 
opportunity to provide their 
clients with discounted products.

From a Team GB Mind 
Body Coach, to a 
community instructor 

who gets over 100 locals moving 
each week, Optimum Nutrition 
acknowledged these outstanding 
fitness professionals at their 
fitness awards.

A panel of UK industry leaders 
came together to select the winners 
of the Optimum Nutrition Gold 
Standard Fitness Awards across 
three categories:
• Personal Trainer of the Year : 
Kim Ingleby (Energised 
Performance)
• Group Fitness Instructor of 
the Year : Jay Banks
• Gym Team of the Year:
The Club Gym

Kim Ingleby, has set the gold 
standard in personal training, with 
her inspiring Mind Body Coaching 
company, Energised Performance. 
Her clients range from a variety of 
backgrounds including Team GB 
athletes, first time runners and those 
overcoming injury.

He delivers an impressive 20 
group fitness classes each week 
across a number of training 
disciplines including dance, spin, 
boxing and aerobics just to name 
few. Alongside this, he successfully 
runs his own bootcamp sessions 
and pilates clinic business where he 
encourages 100 people in the local 
community to move each week.

The Club Gym, based in Glasgow, 
was a leader in the running for this 
year’s Team category. The Club 
Gym has worked hard to stand out 
from the crowd by implementing 
innovative fitness programmes 

to create a positive, energetic and 
a contagious workout culture for 
their members.

The Club Gym has demonstrated 
strong team camaraderie by 
working together to deliver a 
gold standard service, as well as 
work together in all facets of the 
facility including promotion and 
membership recruitment to achieve 
success.

Over 100 fitness professionals 
entered the now annual Gold 
Standard Fitness Awards online 
which is in its second year. Each 
category was judged based on 
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Arena Spiky 2 
limited edition

Arena designed their large Spiky 2 backpack 
for easy, hands-free transport of your 

swimwear and equipment. With features 
adjustable padded straps and back panel, 

this backpack wears comfortably whether 
you're walking or biking. Their streamlined 
design comes in six limited edition colours 

with contrasting zips and logos. Not just 
your average swim backpack.

ASICS Tartherzeal 6
Giving a nod to their Japanese roots, the 

Tartherzeal 6 means fast style for fast 
people. Featuring ASICS’ revolutionary 

FlyteFoam Technology, this style is built 
for optimal comfort and a responsive feel, 

while an Adapt mesh upper keeps feet 
cool and reflective detailing allows you 
to be seen when visibility is low. Fast, 

lightweight, speed.

015396 22322
info@solosport.co.uk
www.solosport.co.uk

01925 241041
salesorders-uk@asics.com

www.asics.co.uk

Booband Breast 
Support

Booband is a new wearable band for 
women who want additional support, 

comfort and confidence during sports and 
activities, particularly high-impact. The 
Booband helps prevent excessive breast 
movement by adding more compression 
to the top of the chest therefore reducing 

vertical and lateral movement. Asset 
protection for active women.

0779 329 2758
support@thebooband.com

www.thebooband.com

New FINA approved 
Swimming Goggle

MP is launching the Chronos, a new FINA-
approved Swedish-style swimming goggle 

which delivers the largest distortion-
free field of vision ever available in this 
category, and is amazing value at only 
£11.99 SRP. MP Swimming Goggles.

01254 692200
martin.newton@aqualung.uk

www.michaelphelps.com

Prioritise your 
customers

Personalised customer experiences are key 
to maximising sales and can only be achieved 

with consistent and accurate information. 
aHub is a cloud based content collaboration 

solution which streamlines the organisation of 
information and brand assets to sell products 
in a wholesale, retail or ecommerce channel. 

Make more sales with aHub.

01460 279744
marketing@aworkbook.com

aworkbook.com

Atak Non-Slip Socks
The simple concept which is 

revolutionising the rugby world, ATAK 
socks feature a grid of grippy material 

which is designed to keep the foot locked 
firmly in place to avoid slipping and 

sliding when making quick and sudden 
movements which also helps to reduce 

blistering. Traction control for your feet.

+353 93 22402
Sales@atak.ie
www.Atak.ie

Personalise 
sportswear

Personalise sportswear and uniforms with 
Brother Embroidery Machines.

Providing customisation services allows 
you to generate additional income for 

your business from local sports clubs and 
businesses. The Brother PR1050X and the 

NEW PR670E are ideal for adding logos, and 
names to tops, shorts, jumpers, towels 

and more.

0161 235 0344
www.brothersewing.co.uk

sports hub
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The Ultimate Sports 
Accessory

Blue Frog Sport Towel Pro features two 
different super-soft microfibre fabrics, one to 

wipe skin and one to clean equipment. Two 
hidden zipped pockets keep valuables safe 

and secure, and the elasticated loop hangs on 
the equipment as well as securing the rolled 

up towel. Two-sided, zipped-pocket, 
sweat towel.

07970 766816
www.blue-frog.uk.com

mpsportsagencies@gmail.com



Kookaburra 
KCS 2000

Superb design and a contemporary feel make 
Kookaburra footwear an absolute must for 

cricketers at all levels. All Kookaburra’s 2018 
range in stock now at Cartasport.

Vibram Furoshiki
From the Japanese for “wrap around” 

these innovative, lightweight shoes are 
ideal for indoor and outdoor use. The 

technical Italian Lycra upper material 
wraps around the foot to give comfort and 

a personalised fit. The sole is made from 
XSCity compound to ensure durability 

and grip on urban surfaces even when wet. 
Innovative, comfort, compact, lightweight, 

foldaway bag.

Comfyballs 
Ultimate Boxers
Traditional boxers are not designed to 

keep your equipment sufficiently in place.
Comfyballs wanted to change that and 

have developed what they believe are the 
most comfortable boxers ever made. Have 

you got balls?

Gola X-pand Force
For SS18 Gola introduces X-Pand Force to 

the collection. Pressure foaming technology is 
utilised to create a high resilience midsole to 

provide superior cushioning properties, giving 
the athlete miles more rebound to enhance their 

performance. X-Pand your run with miles
more rebound.

For everyone, 
everyday

The Ronhill Everyday Collection features 
fuss free clothing that calmly does the job. 
Lightweight, breathable and high wicking 

t-shirts, jackets and legwear for men, women 
and juniors. Seasonal colours keep the offering 

fresh and your store merchandised with new 
options. Always in stock products.

01535 600342
sales@cartasport.com
www.cartasport.com

01702 530656
essex@charlesbirch.com

www.charlesbirch.com

01539 622322
info@solosport.co.uk
www.solosports.co.uk

01706 212512
sales@jacobsongroup.co.uk

www.gola.co.uk

0161 366 5020
sales@ronhill.com
www.ronhill.com

www.sports-insight.co.uk
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Gel Max Power
The new Shock Doctor Gel Max Power has 
taken everything great about the Gel Max 
and made it even better. Features updated 

monocoque chassis design, natural contours 
and softened surfaces for improved comfort. 

An improved layer of Grip-Fit gel envelops 
teeth creating a great fit. RRP  £21.99. 

Available in Trans Blue

01582 670100
sales@hy-pro.co.uk

www.shockdoctor.co.uk

SAFEJAWZ
Extro Series

SAFEJAWZ, at just a few years old as 
a company, is a brand that has become 

synonymous with sports protection draped 
in personality. They allow athletes to 

showcase their personality in their sport, 
and bring out that #confidencewithin. 

01922 453337
trade@safejawz.com
www.safejawz.com
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Women's Runderwear low-impact crop top
The Women’s Runderwear Performance crop top is designed to give you maximum comfort 

whilst you run. Prevent chafing by using Runderwear seamless technology. The fabric is 
engineered to wick moisture from the skin, helping reduce any irritation. The crop top is 

Ergonomically designed, to move with your body.
www.runderwear.co.uk

Compression Ankle 
Sleeve

This sleeve features 3D Geo Ribbing 
for optimal ankle support. The seamless 
sleeve is incredibly lightweight and has a 

flat bottom cuff so that it can be worn during 
activity without discomfort. Perfect to wear 
for recovery as well. Targeted support with 

comfort and mobility.

01789 294442
info@dmp.uk.com
www.dmp.uk.com
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Odlo Baselayer
Odlo, the engineers of Active Layers, 

have pioneered performance clothing 
since 1946. Using their odour-free 

Effect treatment, their unique seamless 
technology and world leading Swiss design 
they provide products to make athletes at 

all levels perform better while maximising 
comfort. Norwegian heritage and 

Swiss Design. 

Liberty ISO
Get out and celebrate with the brand new 
Liberty ISO. With a full-length EVERUN 

midsole, EVERUN topsole, an ISOFIT 
dynamic upper and engineered mesh, 

runners will want to run more than ever 
before. A touch of medial guidance for 

just enough stability for those extra miles 
has been added. 

Prism Force Shafts
Introducing the spectacular Prism Force 
range with a unique Force Grip Zone for 
unrivalled control and accuracy. Prism 

Force’s pioneering design uses advanced 
polymers to achieve the ultimate style, 

strength and durability. Includes our new 
light-weight Inox Steel Pro-Lock Shaft Rings 
that secure any flights. Pioneering shafts for 

unrivalled control.

07581741799
James.Clark@odlo.com

Odlo.com

0800 2061491
www.sauconyb2b.eu

sauconyuk@wwwinc.com

01656 767042
info@winmau.com
www.winmau.com
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Craft baselayers
Partner with Craft and get ten per cent 
off your first order, in store point of sale 
options, staff uniform options and full 

staff training supplied. Craft; functional 
fashionable Swedish sportswear.

01685 812111
lloyd.hughes@united-brands.co.uk

www.united-brands.co.uk

Bio-Logix 
Knee Brace

The McDavid Bio-Logix knee brace has 
been engineered to create a semi-rigid 

lightweight and highly-supportive brace. 
Provides pain relief and support for various 
moderate knee instabilities and conditions. 

Features innovative Sleeve-Lock Fit 
System compression sleeve that wraps 

over brace exterior/straps adding support 
and fit. ISPO innovation winner.

01582 670100
sales@hy-pro.co.uk

www.mcdavid.eu

HEX Leg Sleeve
Ideal for basketball and all contact sports the 

McDavid HEX leg sleeve features 9mm of 
flexible Hex Technology. This is combined 

with Hdc moisture management, and comes 
in an extended length to prevent abrasions and 

scratches. Available in black, white, red and 
blue. Machine washable.

01582 670100
sales@hy-pro.co.uk

www.mcdavid.eu

Prisma Supreme 
G3 Fusion

A new year, introduces the new Prisma 
Goalkeeper Glove line from Reusch, 

together with some new designs, new 
colours and new latexes. The G3 Ultrasoft 

latex has been fused with speckled 
latex injections, black R3 latex for more 

abrasion resistance and blue AX2 latex for 
better grip in the wet.

0161 439 4383
reuschuk@btinternet.com

www.reusch.com

Evolution 0.1 
Shinguards

High protection level senior shinguard, 
suitable for all levels of play. Dual layer 
foam covering a 1.5mm flexible plastic 

shell. Sublimated cloth outer gives a 
fashionable and professional finish, while the 

anatomically shaped inner and outer offer 
protection in all the right areas. 

Triple-layer protection.

01483 757 677
sales@mercianhockey.com
www.mercianhockey.com



Optimum 
Doodleball - 

Football or Rugby
Optimum's Doodleball (RRP £9.99) is the 
perfect gift. Pick from a mini Football or 

Rugby Ball and bring the dinosaurs design 
to life using the doodle pens. Sets include 
a mini football/rugby ball, four pens, mini 

pump and a stand.

Mac In A Sac Ultra
The highly breathable (10,000gsm), 
water repellent and windproof Ultra 

jacket is designed for high activity. 
Using their VaporLite, Teflon coated 

fabric, the Ultra offers both performance 
and lightweight packability. Offered to 

retail with attractive mark-ups and POS 
display stand. Become a stockist today. 

Packable performance.

Recognition metal 
awards

Glenway product's timeless range of 
recognition awards look as impressive 

today as they did when they were originally 
designed. They are an ideal award for any 

sport at any level. They are available in nine 
sizes and retail from just over £10 to just 

under £100.

Sports Performance 
Insoles

Whatever your sport reduce your risk of 
injury with Enertor advanced technology 
insoles. Enertor insoles provide superior 

shock absorption for better pain relief and 
improved comfort. The unique design features 
protect your feet with every stride. Worn and 

endorsed by Usain Bolt. Powered by D3O 
shock absorption.

Zoo Sport 
Primal range

The new Zoo Sport Primal range, in navy and 
black, features a stylish range of polos, tees, 

hoodies, shorts and track pants. Featuring dry 
fit breathable-fabric with a unique gel

silicon logo.

0116 234 4611
sales@burton-mccall.com

www.treksta.com

01942497707
enquiries@optimumsport.com

www.optimumsport.com

028 9079 0588
sales@macinasac.com
www.macinasac.com

0116 244 8131
Tim.wilford@glenway.co.uk

www.glenway.co.uk

01202 812000
sales@apolloleisure.co.uk

www.enertor.com

0113 253 0491
www.zoo-sport.co.uk

sales@zoo-sport.co.uk

www.sports-insight.co.uk
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Arsenal Mug & Bear
The perfect Christmas gift for any true 
Arsenal fan, the gift set includes a 15cm 

knitted bear with embroidered crest on the 
right foot and a large crest design mug.

01969 625300
sales@footballsouvenirs.net
www.footballsouvenirs.net

Gorilla Training 
Rocket Pop  

Up Goals
The Gorilla Training Rocket Pop Up 

Goal is a set of 55cm x 55cm steel-
framed pop up goals that are set up 

within seconds. Suitable for all ages to 
be used in the garden, park, beach or as 
part of training. Suitable for football or 

multi-sports.

01635 517560
lee@phoenixsportinggoods.com
www.phoenixsportinggoods.com

 sports insight selects
TrueStart Coffee box of six

Exceptional coffee with a measured level of caffeine to give you a boost with no crash. 
It has a rich profile of antioxidants and 17 Natural minerals. TrueStart delivers a clean, 

slow release energy boost. There is 95mg natural caffeine per scoop (included) and is 
completely natural with nothing added, an exceptionally smooth Colombian Arabica 

coffee. Six times 40 Servings Freeze-Dried TrueStart Coffee.
www.truestartcoffee.com

Treksta Mega 
Wave

Treksta’s unique nestfit technology 
gives protection with the unrestricted 

feeling of the barefoot experience. It 
relieves foot pressure by 23 per cent 
and the level of muscle fatigue by 31 

per cent. The lightweight HyperFoam 
material is energy returning and offers 
a glove-like fit and perfect balance on 

any terrain.
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The next wave of England 
Rugby’s Inner Warrior campaign 
has been launched, after a 
successful series of Warrior 
Camps in 2017 gave a huge boost 
to grassroots women’s rugby 
participation.

The 2018 Warrior Camps kicked 
off on January 12 and ran until 
January 28 with 185 rugby taster 
sessions taking place at clubs across 
the country.

The 2018 campaign theme is ‘New 
Year, New You’, encouraging women 
to kick start their fitness routine 
for the new year and challenge 
themselves to take up a new sport.

England international Katy Daley-
Mclean said: “It can be hard to stay 
motivated to get fit during winter. 
Team sports, such as rugby, provide 
support and encouragement, making 
fitness fun and social. The Warrior 
Camps give women the opportunity 
to try rugby, often for the first time, 
and it’s fantastic to see so many 
feeling inspired to take up rugby.”

Since its initial launch, over 
10,500 women have attended 
Warrior Camps nationwide and 
of those women, 3,500 had never 
picked up a rugby ball before. 
The number of camps available 
to women has continued to grow 
to meet demand and the influx of 
players saw 41 new female contact 
rugby club teams established 
in 2017.

Steve Grainger, RFU Rugby 
Development Director, said: 
“Female participation in rugby has 
seen unparalleled levels of growth 
in recent years, with a massive 215 
per cent increase since 2013. It’s 
now one of the fastest growing team 
sports for women in England.

“As part of the 2017-21 funding 
agreement with Sport England 
and our new Women and Girls’ 
Action Plan, the RFU is looking to 
significantly expand the number of 
women and girls participating in 
grassroots rugby across England, 
and the Warrior Camps are 
instrumental in supporting this 
growth.”

The Inner Warrior campaign 
aimed to encourage more 
women and girls to play contact 
rugby, teaching participants key 
introductory skills and drills for 
rugby within a non-committal, 
social and fun environment.

The January Warrior Camps 
launched with a continuation of 
the 2017 brand creative that shows 
everyday women from various 
walks of life, bursting out of their 
work ‘uniforms’ into their rugby 
training kit, metaphorically freeing 
their inner warrior. An England 
Rugby digital campaign also 
encouraged the public to express 
their inner alpha spirit and 'Show 
Their Warrior Faces' on social 
media.

England Rugby launched 2018 
Inner Warrior campaign

rugby from around the world. Its 
interactive galleries will encourage 
participation at all levels of the 
game and give younger visitors the 
opportunity to find out ‘What Kind 
of Rugby Player’ they are.

Early estimations are that the 
new gallery will feature more than 
three times as many objects as it did 
in its previous East Stand location, 
covering iconic teams, such as the 
1924 New Zealand side, the 1900s 
Wales teams, the 1971 and 1974 
British and Irish Lions sides, as well 
as the 2003 England team.

The award-winning World 
Rugby Museum at Twickenham 
Stadium has moved to a new 
home in the South Stand 
and will reopen in time for 
the 2018 NatWest 6 Nations 
Championship.

The World Rugby Museum is the 
definitive home for everything and 
anything about rugby. Featuring 
more than three times as many 
objects, the new museum will 

display memorabilia from around 
the world and from all eras, making 
it a must visit for all rugby fans.

While the museum is currently 
closed, Twickenham Stadium Tours 
and ‘From the Vaults’ online blog 
are continuing. Anyone who has 
completed a Stadium Tour since the 
museum closed in February will get 
free entry to visit the new museum 
when it re-opens in the new year.

The new location presented an 

opportunity for the museum to 
improve its content and modernise 
its interpretive methods.

Phil McGowan, museum 
curator, said: “The cutting edge 
new museum will be bigger, better, 
brighter and more interactive 
than ever before. It will house the 
world’s most prestigious collection 
of rugby memorabilia. This will 
include commentary, film and 
match-footage from the most iconic 
moments, memorable tours and 
greatest players in the history of 
what is the world’s most dramatic 
team sport.

“It will also include purpose-built 
events, education and research 
facilities and invite visitors to 
engage in the game with exciting 
hands-on interactive exhibits.”

The museum began life as the 
‘Museum of Rugby’ in 1996 before 
rebranding as the World Rugby 
Museum in 2008. The new museum 
has been designed in partnership 
with Mather & Co.

Its collection - that includes 
the RFU and Harry Langton 
rugby collections - has increased 
significantly since 1996, and the 
move represents an opportunity 
to become more object focused 
and better tell the true story of 

New World Rugby Museum 
to be launched in 2018

SNAP FITNESS 
NAMES OCTANE 

FITNESS VENDOR 
OF THE YEAR

Octane Fitness, a Nautilus Inc 
brand, was recently named 
Vendor of the Year by Snap 

Fitness, the first time the fast-
growing worldwide franchise 

has presented this award.
At the 2017 international 

Snap Fitness convention 
in Las Vegas, the company 

praised Octane’s dedication to 
creating top-of-the-line low-

impact fitness equipment that 
helps members achieve 

their goals.
April Fisk, the vice 

president of global support 
and development at Lift 

Brands, which owns Snap 
Fitness, said: “Octane’s 

commitment to the 
franchisees and its ongoing 
efforts to support our brand 

in any way possible led 
to this award. They make 

every attempt to be at each 
club opening and assist new 

members with how to use 
their products.”

Ranked for eight years in 
the Inc. 5000, and for five 
years in Entrepreneur’s 

Franchise 500, Snap 
Fitness has 2,000 clubs in 19 

countries, offering affordable, 
24/7 workouts to people 

around the world. Named 
a Snap Fitness preferred 

vendor in 2010, Octane equips 
its facilities with its full 

commercial product lineup, 
including standing ellipticals, 

the xRide recumbent 
elliptical, the LateralX 

elliptical, the XT-One cross 
trainer, the Zero Runner 

exercise machine and the new 
AirdyneX air bike.

Fisk said: “We are always 
impressed with Octane’s 

focused efforts at continuing 
to develop products that are 

relevant in our space and that 
have become an important 
part of our clubs. Not only 
is the look of the products 
superior, but the quality 

and durability are always 
excellent.”

Ryan Simat, general 
manager and vice president, 

commercial and specialty, 
at Octane Fitness, said: 

“Snap Fitness is playing an 
influential role in making 

exercise more accessible to 
individuals globally, and we 
are thrilled to partner with 

them in this valuable 
mission of fuelling 

healthier lives.”

The Finnish national team 
goalkeeper Eero Kosonen, who 
is playing for the Swedish side 
Växjö Vipers, has signed a two-
year contract with Salming.

Kosonen was named the best 
floorball goalie in the world last 
season. His efforts in the WC final 
against Sweden were absolutely 
crucial to Finland taking the gold 
medals.

Pär Eriksson, sales manager at 
Salming Floorball, said “We are 
extremely happy and proud to get 
the opportunity to work together 
with Eero Kosonen for the next two 
years, he is an extremely important 
player, not only for his club Växjö 
Vipers, but also for the Finnish 
national team.

“What Salming saw in Eero is 
his focus, he never leaves anything 
to chance. He is also genuinely 
interested in his equipment and 
will be able to give constructive 
feedback to our product developing 
team.”

Kosonen came into contact with 
the products through his team 
Växjö Vipers and their cooperation 
with Salming. He has tested 
everything from Slide, the first 

goalie shoe that was launched a few 
years ago, to the brand new Carbon 
X helmet.

Kosonen said: “I have seen how 
tightly Salming works with it's 
ambassadors and I look forward 
to representing the brand and to 
be a part of the product developing 
process.. The focus Salming has on 
the goalie equipment feels genuine 
and exciting and I like the new 
Carbon X helmet very much.”

The best floorball 
goalie in the world 
chooses Salming

EERO KOSONEN, THE BEST FLOORBALL 
GOALIE IN THE WORLD AND NEW 
SALMING AMBASSADOR
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CAFÉ DU CYCLISTE 
OPENS LONDON 

FLAGSHIP STORE
Café du Cycliste has just 

opened the doors to its London 
flagship store on 32 Artillery 
Lane, E1. It is the label’s first 
ever store outside its home 

city Nice on the Côte d’Azur.
The brand, co-founded 

by champion kayaker Remi 
Clermont who designs 

the collections combines 
influences from France’s 

rich cycling history (expect 
to see a ubiquitous stripe 
coming through here and 
there), combined with a 

more unexpected outdoors 
aesthetic that you would be 

more accustom to seeing in the 
countryside or on a mountain 
- with quilted plackets and tri-
colour brushed merino fleeces.

There is a city riding 
collection perfect for winter 

that offers transitional 
clothing (ie. Not skin tight 
lycra) that will work both 

on and off the bike – ideal for 
cycling commuters. Since 
launching in 2009 Café du 

Cycliste has established 
itself as one of a very few 
specialist cycling brands 

able to effortlessly combine 
both high style and serious 

performance.
The wide-ranging 

collections, for both men and 
women, combine cutting-

edge technical fabrics, 
performance features and 

modern Gallic flair. Always 
inspired by the routes and 

roads of the Alpes-Maritimes, 
modern silhouettes and 

imaginative detailing 
underpin the clothing brand’s 

signature style. Positioned 
at the forefront of the ‘new 

wave’ of contemporary cycling 
brands, Café du Cycliste 

has enjoyed rapid growth 
worldwide. The strength of 

the brand in the UK made 
London the natural choice 
for the next stage of their 

expansion.

Brother UK sponsors Manchester-based elite women's cycling team

Sir Chris Hoy to open 
the London Bike Show
The London Bike Show will be opened by Britain's greatest Olympian 
Sir Chris Hoy.

The show returns to ExCeL London in February, running from Friday 23 
– Sunday 25. Advanced tickets are now available, with adult tickets priced at 
£16.

It will be bringing a vast array of features, special guests and the latest 
gear from leading cycling brands to appeal to road, mountain bike, urban and 
family cyclists.

Over 300 brands will be in attendance, including Boardman Bikes, Orange 
Bikes, Cannondale, Cervelo, Wattbike, Science in Sport and many more of 
cycling’s biggest brand names, as well as several large cycling retailers.

The Performance Theatre will be packed full of special guest speakers 
from across the world of cycling. From your favourite cyclists and athletes to 
coaches and others involved at the highest level.

A full schedule for the theatre will be announced ahead of the show. 
Previous guests have included Rachel Atherton, Steve Peat, David Millar, Sir 
Chris Hoy and Sir Dave Brailsford, amongst others. Sir Chris will be meeting 
and greeting fans on the Science in Sport stand on Friday 23, as well as 
speaking at the show again this year, with more guests to be announced ahead 
of the Show.

The UK’s biggest freeride mountain bike competition, Air to the Throne 
will also be returning in 2018. This year’s competition has been awarded Gold 
FMB World Tour status, meaning this will be the first time the UK has hosted 
a competition at this level.

An exciting new addition to the 2018 show is the Mountain Biking UK 
Lodge and Cinema. Here visitors will be able to enjoy a lodge-themed bar, 
while watching their favourite mountain bike movies and race replays, plus 
hearing Q&As from MTB legends past and present. A timetable of screenings 
and special guests will be available closer to the show.

From mountain biking to road cycling, the show has all disciplines covered. 
The Black Label Collection will host the finest road cycling brands, where 
visitors will be able to explore the latest bikes, frames, accessories, clothing, 
and apparel from the most premium brands in cycling.

Sven Cycles to distribute 
Compass Cycles tyres
British hand-built bicycle 
manufacturer Sven Cycles have 
just announced their new role 
as UK distributor for Compass 
Cycles tyres.

Darron Coppin, of Sven Cycles, 
who has been using Compass 
Cycles tyres since the inception of 
his brand, has announce that the 
company will now be representing 
Compass Cycles in the UK.

Compass Cycles, founded by Jan 

Heine, evolved out of research 
carried out for Compass Cycles, 
founded by Jan Heine, evolved 
out of research carried out for 
Bicycle Quarterly– the magazine 
he created to celebrate the culture, 
history and technology of cycling.

With its preference for wide, 
high performance tyres, Compass 
Cycles has revolutionized the 
bike industry and can lay claim to 
coining the phrase ‘Allroad bike'.

Brother UK is to sponsor cycling 
Team Torelli into the 2018 
cycling season.

The Manchester-based elite 
women’s cycling team has enjoyed a 
year of cycling successes. The team 
consists of talented young female 
cyclists from all around the world, 
who compete at a local, national 
and international level including 
recent recruit World and European 
Champion and ten times British 
National Champion, Great Britain’s 
Emily Kay.

Team Torelli will enjoy jersey 
sponsorship from Brother UK 
throughout the 2018 season, when 
they will compete at high profile 

national events including the Tour 
Series in May. This  announcement 
is the latest in a string of cycling 
sponsorship deals secured by 
Brother UK, as the Audenshaw-
based technology solutions and 
services business increases its 
commitment to the sport.

Brother UK has invested in the 
cycling sector for more than six 
years with the provision of neutral 
service vehicles to high-level 
domestic races and sportives. It is 
also the official print, imaging and 
results partner for the Tour Series, 
the OVO Energy Women’s Tour of 
Britain and the OVO Energy Tour 
of Britain.

Phil Jones MBE, managing 
director of Brother UK, said: “I have 
been extremely impressed by all 
the progress the team have made in 
the 2017 season and the 2018 team 
roster looks very strong and capable 
of delivering some outstanding 
results on the road and the track.”

Tony Orrell, team manager of 
Team Torelli, added: “2017 has 
been an amazing year for us, and 
going into 2018 we’re proud to have 
Brother UK on board as a sponsor. 
The brand has a great track record 
in its cycling sponsorship successes 
and we’re looking forward to 
working together to produce more 
great results in 2018.”
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cycling hub
The place to source all your products and services

Elegance is Classica
Made entirely from real leather, the Classica Smootape stands apart for its vintage vibe. It 

brings together time-honoured aesthetics and materials with modern cutting-edge technology. 
Asymmetrical hollowing makes for a smooth overlap and an evenly wrapped surface which 

will keep vibrations to an absolute minimum. The perforated design delivers supreme comfort 
and breathability. Durable and easy to wipe clean or replace, Classica Smootape comes in four 

different colours. 
 +39 0423 54 1313

www.selleitalia.com
welcome@selleitalia.com 

XTR Shadow+ Rear Derailleur SGS 
(11-Speed)

The Shimano new Shadow design boasts an optimised slant angle, a chain stabilizer with easy 
adjust, an efficient pulley teeth design for better shifting and smoother driving as well as a 

lightweight carbon plate.

cycle.shimano-eu.com

Oxygen Windstopper Soft Shell Jacket
Gore Bike Wear’s Windstopper Soft Shell jacket is for dedicated performance road cyclists on 

long training rides. Special race collar, maximum breathability, adjustable ventilation in the 
front and huge storage space with six pockets are the features of this warm jacket.

www.goreapparel.co.uk

Trial Zone
The Trial Zone brake system has been designed and engineered to meet the demands of the 

world's best trials riders. It has a rigid CNC'd one piece caliper and two huge 25mm aluminium 
pistons offer great power and stiffness. The lever features a split clamp for easy fitting. The 

system is designed specifically for trials riding and esigned to work with their Trial Zone rotors 
for optimum performance. Weight from 242g.

  01282 851400
info@hopetech.com
www.hopetech.com

Sports Insightwww.sports-insight.co.uk @CyclingInsight @SportsInsightHub:



energy to burn now, so maybe I 
train even harder!” the 38-year-old 
laughs. “When you're doing rugby 
you'll go to the gym in the morning 
and do weights, then later on you'll 
have your actual rugby session 
with your forwards or your backs 
and then finally your team session 
where you go through your plays. 
So those sort of days can last a 
long time!

“In France we would train in the 
morning to avoid the heat, then go 
home, before going back to train in 
the late afternoon - once I've added 
a couple of hours kicking practice 
to that, training was pretty much 
the entire day. It keeps you in shape 
very well but it also expends so 
much energy.

“So now that I'm not involved 
in the rugby I have to train very 
hard to just push the boundaries 
for the sake of it. After my training 
now I've got the rest of the day to 
do whatever I want so I'm training 

@SportsInsightUK
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A ny fan of English Rugby 
worth their salt will be able 
to tell you exactly where 

they were when Jonny Wilkinson 
received the ball with 26 seconds 
of extra time left in the 2003 World 
Cup final versus South Africa.

The stunning subsequent drop 
goal not only secured the nation’s 
first Webb Ellis trophy, but also 
permanently interred Wilkinson 
within the pantheon of rugby 
greats.

Injuries may have hampered 
Wilkinson’s career post-2003. 
His leading of the national team to 
the final of the 2007 World Cup, 
and later years spent plying his 
trade with French giants Toulon, 
however, only further cemented the 
formidable fly-half’s reputation as 
a global sporting star. And even his 
eventual retirement in 2011 hasn’t 
stopped the Surrey-born legend 
from doing what he knows best.

“It's funny because I have extra 

“ So now that I'm not involved in the rugby I have to train very hard to just push the bound-
aries for the sake of it. After my training now I've got the rest of the day to do whatever I want so 

I'm training harder now, I just destroy myself!  ”

NO REST FOR RUGBY LEGEND

WILKINSON
World Rugby Hall of Famer and star of England’s epic 2003 World Cup victory, 

Jonny Wilkinson, talks to Frank Grice about life after professional sport – 
and directing his boundless energy into business instead.

harder now, I just destroy myself!”
For Wilkinson, this relentless 

drive to succeed is not only the 
basis of what made him one of the 
greatest ever to grace the rugby 
union pitch. It’s also a trait he 
sees in other exceptional sporting 
talents, and one he looks for in his 
contemporaries and role models.

“I grew up with Boris Becker, 
Nadal and Federer, and a lot of the 
old Australian Rugby League boys 
were very influential for me and in 
my career,” he explains. “They're 
part of your life and what drives 
you. I think of how I played on a 
rugby field and it was all inspired 
by the greats and the guys that have 
lived their lives in a way which is an 
example to follow.”

As with any sporting 
professional, however, there is 
always a sense that any success 
is matched by the fact that, come 
your early thirties, you are already 
beginning to envisage a life of 

retirement. For an individual 
as motivated as Wilkinson, this 
transition could potentially have 
been a highly jarring experience.

“In rugby it was always looking 
at the end of your career and 
hoping to see some sort of a mark 
or remnants of an impact you've 
made, something that came 
from you that you were able to 
conjure up yourself,” he nods. 
“That's the joy of being a human 
being - everyone has that unique 
ability to come up with something, 
because we are different and we are 
individual. But you know, I think 
in a way our aspiration is that in 
the tiniest way possible, we hope to 
bring that out of people too. There's 
a drive there - where can we go next 
and how good can we make it?”

In spite of his vaunted career 
being behind him, it’s hard to 
imagine a time when Wilkinson 
wouldn’t be connected to the 
sport he loves in some fashion or 

another. These days, he is using his 
expertise to shape the ambitions 
of his own clothing company, 
Fineside, which allows fans to 
bring a touch of Wilkinson’s legacy 
to their training regime and, he 
hopes, wider life.

“We don't necessarily create 
clothes specifically for the purpose, 
but I train in Fineside all the time!” 
he said. “We made a training t-shirt 
a few years back called the Yeti. It 
was made out of sweat absorbent 
materials and I train every day in 
one of those, especially in the hot 
weather. I'll wear maybe some 
Adidas sports shorts but Fineside 
upper-wear is what I wear to 
train in.

“But I'll also wear it heading out 
to the shops too. My understanding 
of sport and movement was always 
going to feature quite highly within 
my fashion wear. It kind of has that 
ability, without being specifically 
designed for it.”



www.sports-insight.co.uk

29INTERVIEW



Sales Manager jeff@sambasports.co.uk 01282860077
Sales Office sarah@sambasports.co.uk 01282860077
Sales North West/North East/ Scotland john.hornsby@aol.co.uk  07831 351802
Sales Midlands/South of England/ N Ireland davids@sambasports.co.uk 07939 583876

UK’s Leading Goal Supplier

• Over 750,000 sold
• Easy to assemble
• For use on all surfaces
•  Made to BS & EN  

Standards
• Maintenance free

What’s Your Goal?



A nyone remember watching 
sport on Ceefax? Seeing 
those goals update within 

five minutes of being scored was the 
way for any self-respecting football 
fan to watch their match - if it wasn’t 
listening to the commentary on the 
single sports channel on the radio. 
Now we can stream live games to a 
three-inch screen in the palm of our 
hands.

How far technology has come 
since the heady days of Del-Boy’s 
mobile phone that we can now 
turn our home heating on from 
another continent, be recognised 
by a machine at airport security 
by a scan of our face or a wave of 
our fingerprints, grab a coffee with 
a swipe of an app (something my 
three-year-old mastered in just one 
outing) and pay for our our train 
travel with a tap of a bank card on a 
little yellow disc.

www.sports-insight.co.uk

When it comes to running, we 
can measure our long Sunday runs 
to the nearest metre, or inform 
race organisers that they haven’t 
measured the course correctly 
because the watch on our wrist can 
tell us our location with satellite-

fuelled accuracy. And it can do that 
whilst streaming whatever playlist 
or podcast we desire to motivate us 
along the way.

Races can be entered online with 
minimal fuss, no stamped addressed 
envelope needed to receive your 
race number (other than the county 
XC champs, obvs). Friends and 
family can follow a little blue dot on 
a screen to see how we are getting 
on in that same race (but not the 
county XC!), and we expect results 
to be not just published on the race 
website within hours of crossing the 
finishing line, but most likely texted 
to us before we have even got our 
breath back. Even Parkrun - which 
is free remember - does that with the 
simplicity of a personalised barcode.

And look at shoes. 
When I first started in the running 

industry, “cushioning” was a mere 
elastic polymer added to an EVA 
or PU mould that would provide 
additional energy return. You’d 
need to get towards the top-end of 
the range to experience cushioned 
luxury under both your heel and 

your forefoot. Now even budget 
running shoes have those additional 
fabrics. And at the top of the tree, 
entire midsoles are constructed of 
fabrics so light and responsive they 
would have cost several hundred 
pounds ten years ago - even if those 
materials were available at all.

The three-way compromise 
between weight, cushioning and cost 
is no longer the overriding choice 
for today’s runner (or Running 
Store buyer). Perhaps this is partly 
responsible for the movement away 
from running shoes that look like 
something out of Star Trek. 

For most brands, gone are the 
layers of plastic and additional 
gimmickry, which added supposed 
tech benefits, but also weight and 
clutter. The minimalism movement 
of zero drop shoes around 2010 
has brought with it a new design 
principle for the innovative 
brands. You’ll find that the cost 
price of today’s running shoes goes 
more towards the highest quality 
components, midsole foams and 
upper textiles, than does a rigid 
midfoot shank or thermos-plastic 
wrap around the heel counter.

The consumer is offered a 
smoother transition between heel 
and forefoot as one piece midsoles 
become the norm. Those consumers 
want a great feeling shoe and a fast-

COLUMN 31

everything? Can’t we just buy (or 
sell) a pair of shoes because they 
look cool or feel comfy? 

The answer to each of those is 
most likely, yes. But having the 
ability to do so simply gives the 
runner more options. Runners need 
options. Humans need options. 
Technology gives us those options. 

I love knowing how far I have 
run on any given day or week, I love 
the convenience of entering a race 
online or following friends race via 
an app on my phone. But sometimes 
I ignore the watch, or I race cross-
country and send in the stamped 
address envelope. Each of those is 
my choice.

Jonathan Quint, Saucony Marketing Director EMEA, takes a look 
at how technology has impacted on the running market

TECHNOLOGY: 
WHAT HAVE YOU DONE FOR ME LATELY?

“ When it comes to running, we can measure our long Sunday runs to the nearest metre, or inform 
race organisers that they haven’t measured the course correctly because the watch on our wrist can 

tell us our location with satellite-fuelled accuracy ”

looking shoe. Cosmetic cleanliness is 
now next to running shoe godliness.

And how about the shoe 
purchase? Instead of standing in 
the shop jumping from foot-to-
foot, flexing a shoe in ways that she 
will never do again, the consumer 
can watch herself run from three 
different angles, witness how a shoe 
effects their running stride, measure 
overpronation to the nearest degree 
and then make a selection based 
on the repeat testing of a dozen 
different styles.

Does all this technology make 
our running lives better? Have we 
forgotten the simple pleasure of 
going for a run to get away from 
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Award winning 
manufacturer of 
powered light safety 

products, FHOSS Safety Wear, 
has launched a brand new range 
of glow in the dark, LED light 
products giving cyclists peace of 
mind when riding during hours 
of low light and darkness.

Originally the technology was 
developed for the construction 
industry to keep workers safe and 
seen but Andrew Kimitri, founder 
and CEO of FHOSS, quickly saw the 
merits for the consumer market.

He said: “It took about four years to 
develop the technology, so we could 

get approval and make sure it was 
washable and could go into industrial 
laundries.

“Once we established we could 
achieve all those things we then 
approached the market with 
companies like Network Rail, BT, 
Transport for London and Vulca. 
Then we merged into the large 
distributors the likes of Greenham 
and Arco to channel the product 
more into those sectors. We became 
quite successful in that and then 
we realised there was a very large 
opportunity to merge into the 
consumer market, knowing that 
everyone needs something lit up at 
night.

“We spent a bit of time working 
with a team on how we could 
introduce the next level of safety for 
the consumer, that being a rider, a 
runner, a child walking to school, 
hiking and camping and with these 
sectors the verticals are huge where 
the product could be used, even 
equestrian.

“We developed about seven or 
eight key products and the most 
exciting one we developed, we 

thought, was the indicating, blue 
tooth rucksac and tailbag.”

The FHOSS Tailbag and Rucksack 
provide night-time safety for 
cyclists by way of remote controlled 
indicator lights which attach to a 
bike’s handlebars. Riders are then 
able to indicate left and right, as well 
as when they are braking – allowing 
other road users to understand 
cyclists’ movements after dark.

Also launching in the new product 
range is the FHOSS cord – a LED 
strip which attaches to helmets 
giving 360-degree visibility at all 
times of day and night. With a 100-
hour replaceable battery, the cord 
provides a total of 100,000 hours of 
LED life throughout the product’s 
lifetime. With both blink and glow 
modes, it is lightweight and can be 
cut to fit the helmet’s size, perfect for 
both adults and children.

Finally, the FHOSS Clip-on 
Magnet light provides additional 
safety for cyclists and other road 
users. Also powered by a 100-hour 
replaceable battery, the light, 
which comes in a range of colours, 
conveniently attaches to jackets, 

helmets and other accessories, 
providing cyclists with additional 
luminosity.

Andrew Kimitri, added: “We are 
really excited to be launching this 
new range of safety products for the 
cycling industry, which are perfect 
for both commuter and leisure 
cyclists. Our products have been 
developed over a period of time and 
we feel that we have come up with 
a range of products which really 
address cyclists’ needs on today’s 
roads. The issue of signalling is tricky 
for cyclists after dark, but with the 
remote control technology on our 
tailbag and rucksack, we feel that we 
will be making a positive impact on 

the safety of cyclists on our roads.
“The magnetic units that come 

in several colours and they can just 
be applied to your garment, your 
backpack, even your helmet if you 
wanted to put one on the back and the 
front, white and red.”

Andrew Kimitri, Founder & CEO of FHOSS, talks to editor Mark Hayhurst about their 
move into the consumer market and their plans for the future
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Pack some heat!
A new and exciting piece coming to the Mac in a Sac 
range. Reversible and packable with RDS approved 

down. Target Dry's new POLAR jacket is available in 
various colours and in men's and women’s styles. Offered 

to retail with attractive mark-ups. Become a stockist 
today. Reversible, Packable, Down Jacket.

028 9079 0588
sales@targetdry.com
www.targetdry.com

Handheld Satellite 
Communicator and GPS
The Garmin Handheld Satellite Communicator and 
GPS Navigation boasts 100 per cent global Iridium 

satellite coverage. You can send and receive text 
messages while beyond mobile phone range, trigger an 
interactive SOS message to GEOS, the 24/7 search and 

rescue monitoring centrer, and track and share your 
location with family and friends. Also, it can pair with 

mobile devices using the free Earthmate app or access to 
downloadable maps, colour aerial imagery and more.

023 8052 4000
www.garmin.com

Nomad 7 Plus Solar Panel
Reengineered to be lighter and smarter, the Nomad 7 

Plus Solar Panel has the innovative technology to charge 
USB devices directly from the sun. Detachable kickstand 
for modularity and power-flow indicator ensure the best 

solar charging experience.

0116 234 4611
sales@burton-mccall.com

www.burton-mccall.co.uk/outdoor-sports/

Primaloft Gold 
Minimalist Sleeping Bag

The bag is made from a combination of materials to 
ensure maximum performance. The Purist bag for the 

Minimalist. The shell is made from PointZero and it has 
a DWR treatment to the fabric's face to give it a degree 
of water repellency and also extra stain resistance. The 
synthetic insulation is Primaloft Gold to give the best 
warmth to weight ratio available on the market. They 

have used different weights per panel to ensure the best 
technical usage of the fill.

01524 287287
sales@theomm.com

wwwtheomm.com

Storm Cleaner
This specially formulated cleaner for technical outer 
wear and equipment lifts contaminants from textile 

in preparation of a proofing without damaging the 
manufacturers original treatment. Being pH neutral it 

is safer to use at home and doesn't get affected by water 
types making it economical to use. 75ml is enough for 
one machine load and with the added benefit that it is 

suitable for all materials makes selection easy.

01773 521 309
  sales@stormwaterproofing.com

www.stormwaterproofing.com

FireDragon green 
and clean gel fuel

 Introducing the new all-weather gel biofuel derived 
from FireDragon Solid fuel technology. Made from UK 

sourced ethanol, FireDragon Gel Fuel can be used in 
multi-fuel outdoor cooking stoves, and barbecues, as well 

as indoor ethanol fireplaces. The fuel is non-toxic, non-
drip and made from 100 per cent natural ingredients, 

including ethanol sourced from UK grown grain stocks. 
It is easy to light, burns cleanly and research shows that it 

boils quicker than meths.

02920 433700
info@bcbadventure.com
www.bcbadventure.com



Sparrow Knox has signed on as 
a new member of the Dakine 
snowboard team.

Knox will ride with Dakine packs, 
bags and gloves. He joins a team 
with some of his role models, such as 
Louif Paradis and Victor Daviet.

It was Victor who gave Sparrow 
his first pair of Dakine gloves and he 
couldn't believe how much he 
liked them.

“I had them for four years until I 
lost them, otherwise they would still 
be going,” said the UK snowboarder. 
“I am really stoked to be part of 
such a strong squad. To me, Dakine 
means high end, built to last, super 
convenient gear that you can rely on. 
I've been travelling and riding with 
Dakine gear for some time now and 
I'm really loving it!”

PJ Rueda, Dakine team manager,  
met Sparrow back in 2011, during a 
trip to Dachstein, Austria.

He said: “He was already an 
inspiring individual back then, both 
on and off his board. I have seen his 
progression in the sport and I believe 
he is now one of the most creative, 
talented and committed snowboarders 
in Europe. We couldn't think of a 
better match for Dakine's fun spirit. 
Welcome to the family, Sparrow.”

Knox has travelled intensely 
during the past year. He has recently 
appeared in the Method Movie, Vans 
Europe and Lobster projects, as 
well as in Remy Barreyat and Niels 
Schack's outstanding short film 
Goodbye Horses. This coming winter, 
his agenda is quite full with filming 
projects.

The Dry Bag has secured a 
deal with UK and Ireland 
distributer Watersports World 
UK to manage their product 
across the country, both online 
and in store.

The deal comes off the back of a 
successful first year of trading for 
The Dry Bag Company since they 
launched with two products for 
water sports enthusiasts. 

The aptly named Pro and Elite 
wetsuit Dry Bags are manufactured 
with strong, showerproof material 
which shields wetsuits from 
the sun's UV rays while a water 
reservoir at the base collects 
dripping water, meaning you can 
dry your wet gear inside, quickly 
with no mess – genius. The clever 
wetsuit carrier allows consumers 
to protect, store and dry their 
wet gear all year round resulting 
in fresh and dry kit for every 
adventure.

Georgie Starkey, marketing 
manager at the Yorkshire-based 
company said: “We are thrilled 

to be working with Watersports 
World UK and expect to see a big 
uplift in sales in 2018. The Dry Bag 
has been popular with all types of 
water sport fans, from canoeists, 
wakeboarders and divers to surfers 
and triathletes, the list goes on.”

Watersports World UK work 
with over 70 retailers across the 
UK and Ireland.

Europe’s entire outdoor 
industry heads to Malmö
The European Outdoor Summit (EOS) takes place every fall, serving 
as a meeting place for international brands and decision-makers in 
the outdoor industry.

More than 300 guests meet, are inspired by and network with each other. 
Participants listen to and discuss trends as well as important challenges and 
opportunities for the industry going forward. Now, for the sixth time that 
EOS has been organized, Malmö and the province of Skåne (Scania) will 
host the event on September 19 and 20, 2018.

The European Outdoor Summit was launched in Stockholm by the 
European Outdoor Group (EOG) in cooperation with the Scandinavian 
Outdoor Group (SOG) in 2013. Since then, the event has been held in 
Tegernsee, Germany; Sheffield, UK; Barcelona, Spain; and Treviso, Italy, in 
collaboration with local destinations and national outdoor organizations.

EOS is one of the major highlights on the outdoor industry’s annual 
agenda.

Sara Wänseth, general secretary for SOG, said: “We are extremely proud 
and happy to have the opportunity to serve as hosts and invite the outdoor 
industry here to Sweden.

“We have already promised that we will organize the best European 
Outdoor Summit to date. And that is exactly what we will do! Malmö was 
an easy choice with its unique infrastructure and perfect options for easily 
accessible outdoor activities for participants.”

Skåne is a destination that relies heavily on “soft adventure” and urban 
outdoor experiences and Malmö is an excellent city for large events thanks 
to its strategic location and great options for experiencing the surrounding 
nature.

Ann Nyström, destination manager of Malmö city, said: “We are 
extremely proud to be able to welcome EOS to Malmö in 2018. This 
will further strengthen Malmö as the international meeting and event 
destination that we are.”

And European Outdoor Group is ready for Sweden,  Mark Held, secretary 
general for EOG, said: “We are happy to work together with SOG as hosts 
for EOS 2018 in Malmö – a cosmopolitan and easily accessible location for 
delegates with first-class facilities.

“It will ensure that we will once again deliver a valuable forum for our 
members as well as for other business leaders in the outdoor industry.”
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AMAZON'S 
DOUG GURR 

ANNOUNCED 
AS KEYNOTE 

SPEAKER
Doug Gurr, UK country 

manager, Amazon has been 
confirmed as a keynote 

speaker for the OIA 
Conference and AGM 2018 

(sponsored by The Camping 
and Caravanning Club), 

taking place on March 14-15 
at Shrigley Hall Hotel, in 

Cheshire.
Doug joined Amazon in 

December 2011 and was 
previously country manager 
for Amazon in China before 

becoming UK country 
manager in 2016.

OIA CEO Andrew Denton 
said: “We’re delighted to have 

secured such a prestigious, 
high profile speaker for our 
2018 event. His knowledge, 
experience and background 

is incredible and it will be 
fascinating to hear what he 
has to say - I’m sure we’ll all 
learn a lot and will be totally 

and utterly inspired.” 
He is a former Scottish 

international triathlete and 
12 times Ironman, a keen 

ski mountaineer with over 
20 first ascents including 
the first winter ascent of 

Gunnbjornsfeld - the highest 
mountain north of the arctic 

circle, and an enthusiastic 
mountain runner, recently 

completing the Bob Graham 
24hr Round, and the Ultra-

Trail du Mont Blanc.
He has two degrees in 

Mathematics from the 
University of Cambridge, and 

PhD in Computing from the 
University of Edinburgh.

Outside work, Gurr is 
chairman of the British Heart 

Foundation, a trustee of the 
Landmark Trust and was until 
2014 chairman of the Science 

Museum Group of national 
museums.

His previous roles included 
teaching mathematics and 

computing at the University 
of Aarhus in Denmark, a three 
year stint working for the UK 

Government, six years with 
consultancy firm McKinsey 

ending as partner, growing (as 
founder and CEO) an internet 

start-up from nothing to 
$250m in five years leading it 
a successful IPO and eventual 

Trade Sale, and finally five 
years on the Board of 

Asda-Walmart.
Doug was born in the UK 

to New Zealand parents, and 
grew up mostly in Africa 

before returning to the UK 
to attend high school and 

college. He is married 
with two young 

children.

@SportsInsightUK

LT COL ANDY BLACK AND CLAIRE 
WEBB, MANAGING DIRECTOR OF 
GO OUTDOORS SIGN THE ARMED 

FORCES COVENANT

Knox signs up with Dakine

The Dry Bag enters new 
partnership with distributor 
Watersports World UK
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An award-winning outdoor 
goods retailer, which has 
opened its first two stores in 
2017 after trading online for 
over a decade, has secured a 
£200,000 loan from Mercia 
Fund Managers to support its 
further growth.

Alpkit produces its own-brand 
high-performance outdoor 
clothing, equipment and sports kit, 
as well as custom-made titanium 
bikes under its Sondor brand. The 
company, which was established 

in 2004 and is based in Newthorpe, 
near Nottingham, opened its first 
store in Hathersage, Derbyshire in 
April, and a second in Ambleside, 
Cumbria in June.

Alpkit has grown rapidly under 
the leadership of its CEO David 
Hanney, who joined in 2014 and 
previously held senior roles at Go 
Outdoors and Planet-x bikes. It now 
employs 63 staff and has a customer 
base of over 200,000 in the UK and 
overseas. It donates one per cent 
of turnover to its own charity, the 

Outdoor retailer secures £200k 
funding as it hits the growth trail

Nick Bradley, Blaze Wear’s CEO, 
said: “Brandnation’s expertise 
and track record of producing 
impressive results within the 
outdoors industry is what drew us to 
the agency in the first instance and 
we are very excited to be working 
with the team.

“We are confident their 
proposed PR strategy along 
with their enthusiasm for the 
brand positioning and advanced 
technology will enable Blaze Wear 
to achieve its ambitious sales and 
marketing objectives.”

Mary Killingworth, Managing 
Director at Brandnation, added: 
“We’re delighted to be working with 
the brand team at Blaze Wear. The 
brand has a strong proposition with 
a range of innovative and premium 
products and we can’t wait to get 
started on spreading the word to 
target consumers.”

Where fashion meets 
functionality, Blaze Wear’s Explorer 
and Traveller jackets have been 
made using Thermolite Core 
technology, an insulation designed 
for built-in lightweight warmth, 
comfort, freedom of movement and 
durability.

Blaze Wear’s jackets are 
designed to keep you warm and 
stylish whether you are on the 
daily commute or a long walk in the 
country, and as the temperature 
drops the outerwear also heats up at 
the click of a switch.

Revolutionary Tri Zone 
technology is seamlessly integrated 
into each garment with two panels 

Blaze Wear, the premium 
outdoors apparel and wearable 
heat technology brand, has 
appointed Brandnation 
Integrated to handle its UK PR 
and influencer activation.

The London agency’s work will 
begin with immediate effect with a 
brief to help the brand build upon its 
early success since its relaunch in 
March 2017 by creating increased 
brand awareness and sales through 
an integrated national PR strategy.

Brandnation’s Sport PR & Outdoor 
Team will also be responsible for 
executing influencer programmes to 
engage outdoor enthusiasts and the 
everyday urban adventurer.

Brandnation appointed to 
handle UK PR for Blaze Wear
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LYON EQUIPMENT 
LAUNCHES ANCHORA

Cumbria-based outdoor 
equipment company Lyon 

Equipment is expanding 
its manufacturing offer by 

launching a new product, the 
Anchora.

Known largely as one of 
the UK's biggest distributors 

of outdoor brands, Lyon 
Equipment has always been 
a manufacturer, originally 
of caving ladders and more 

recently bags, slings and rescue 
equipment. Combining this 

with its expertise in training 
and equipment for work 

at height and rescue, Lyon 
Equipment is now offering 

more unique, custom-made 
products via its in-house design 

team. Designed for climbing 
walls and training facilities, 

the new Anchora is a versatile 
single-piece anchor solution.

It offers five attachment 
points for different connecting 

and loading configurations, 
allowing positioning of 

connectors and rope away from 
the structure, thus prolonging 
the life of rope, connectors and 

the climbing surface.
The Anchora also reduces 

maintenance costs as large 
connectors can be held captive 
once fitted, removing the need 

for captive bar versions, and 
connectors can be replaced 

independently.
Cast in 316 stainless steel, 

the Anchora is specifically 
designed for durability and 

long life.
The attachment points 

provide a smooth bearing 
surface, minimising wear on 

connectors.
The unique casting process 
keeps internal stresses to 
a minimum; there are no 

bending, welding, machining 
or fixing processes which may 

encourage stress corrosion 
cracking. The design also 
significantly reduces the 
build-up and retention of 

moisture with the finished 
casting being chemically 

polished to clean and maximize 
the corrosion resistance of the 

stainless steel.
The Anchora conforms to 

the industrial anchor standard, 
as well as the relevant parts 

of the climbing wall standard, 
meeting the requirements of 
EN 795: 2012 type A and CEN 

TS/16415: 2013 type A 
for two persons.

Alpkit Foundation, to help people 
overcome any obstacles they 
have to participating in outdoor 
activities. The funding will help 
it to pursue its plans for future 
growth, including further store 
openings in the years ahead.

David Hanney said: “We 
are delighted with the funding 
package from Mercia, which is 
truly aligned to our strategic goals, 
and impressed by the speed of 
delivery. Alpkit has grown six-fold 
in the past three years and we’ve 
created over 50 jobs. This funding 
will help us develop our website, 
enhance our product range, drive 
international growth and open 
more stores in the UK.”

Chris Carter, Investment 
Manager with Mercia Fund 
Managers, said: “Alpkit has built a 
highly experienced team who are 
outdoor enthusiasts themselves 
and committed to providing 
high quality goods affordable to 
customers at all levels. Despite 
the highly competitive nature of 
the outdoors market, the business 
has achieved impressive growth. 
This funding will support it as it 
embarks on its new adventure to 
move from ‘clicks’ to ‘bricks’ and 
open stores in key locations around 
the country.”

Cotswold Outdoor 
appoint  Pat Divilly as 
a brand ambassador
Cotswold Outdoor have 
appointed Pat Divilly as their 
official brand ambassador in 
Ireland.

The partnership will not only see 
the best-selling author, corporate 
speaker, world traveller and high-
performance coach engage in talks 
and events at Cotswold Outdoors’ 
local stores, but also take him on his 
next expedition from February 10-
28, 2018: climbing the Aconcagua 
in the Americas, supported and 
kitted out by the brand.

The agreement will further 
involve unique tips and expert 
advice on equipment and how to 
get started on your next adventure, 
both through social media as well 
as Cotswold Outdoor's blog.

Paul McDermott, omnichannel 
and marketing director at Outdoor 
and Cycle Concepts Ltd: “We are 
delighted for Pat to represent our 
brand, support him on his next 
expedition and inspire others 
to go out and explore. For us, he 
embodies our vision to not only be 
experts in the industry, but also 
meet every outdoor enthusiasts’ 
needs and support and excite 
them for their next challenge or 
adventure.”

Pat Divilly said: “To me, 
Cotswold Outdoor is the go-to 
retailer to find everything I need 
and want to take on my travels. I’m 
excited to be an ambassador and 
become part of the brand, sharing 
not only my experiences and top 
tips to embark on new challenges 
with others, but also to involve 
everyone in my adventure to the 
Americas next year. Passion and 
inspiration are two key concepts 
for me and Cotswold Outdoor 
represents that same ethos.”

Header: 

OTS 2018 is now open for exhibitor 
bookings

New winter sports and outdoor 
brands embrace sustainability with 
Sympatex

Sympatex Technologies is going to 
launch the 2018/19 winter season with 
new partnerships in the fields of ski, 
snowboard and freestyle.

The ecological alternative among the 
functional textile specialists is proud 
of numerous new and international 
winter sports brands in its apparel 
portfolio: Chiemsee (GER), Billabong 
(EU), DC Shoes (EU), Rossignol 
(FRA), Pyrenex (FRA) and Tierra 
(SWE) as well as the Canadian 
traditional brand Woods. In addition, 
longstanding partner Nobis (Canada) 
presents a limited Sympatex edition 
in cooperation with the French first 
division team Paris Saint-German in 
its current winter season 2017.

The model “Alpha PSG“ is sold 
online as well as in special pop-up 
stores all over the globe.

Dr Rüdiger Fox, CEO of Sympatex 
Technologies, said: “At the end of 2016, 
we started to establish a framework 
for a constructive dialogue based on 
partnership with the ‘Sympathy Lab‘ 
where we can foster our exchange with 
current or potential customers on the 
topic of ecology. Here we discuss the 
first or next steps of sustainability 
and significantly enhance progress 
individually.

“And we can already see initial 
results: we have a series of new 
dialogue partners with whom we are 
currently working to promote the next 
revolution in the textile industry.”

at the front and one at the back, 
targeting your core which naturally 
distributes heat around the body. 

The jackets come with an internal 
and re-chargeable battery pack with 
three different heat settings, cool, 
medium and hot. These battery packs 
have the added benefit of allowing 
you to charge your phone while you 
are on the go.

Blaze Wear has also developed a 
Heat Therapy range with advanced 
therapeutic deep tissue technology 
that delivers targeted, penetrating 
heat and provides effective relief 
from ailments such as Raynaud's, 
arthritis, muscle strain and general 
joint stiffness, aches and pains.

(FROM THE LEFT) DAVID HANNEY AND NICK SMITH 
OF ALPKIT, CHRIS CARTER OF MERCIA FUND 
MANAGERS, COL AND KENNY STOCKER OF ALPKIT.

to retail visitors. The booking 
form and latest floor plan are now 
available to download at www.
outdoortradeshow.com

Marta Williams, OTS organiser, 
said: “We have had a fantastic 
reaction to the new venue and 
the move to the North West 
so far, with many of last year’s 
exhibitors having rebooked and 
some increasing the size of their 
stands. We have also had interest 
from new brands to join the show, 
due to the continued support from 
major retailers to bring their buying 
teams in July next year. We are once 
again supporting OIA Members by 
offering a discount on stand space.”

As OTS and ROKS 2017 

The UK’s largest outdoor trade 
show is now open for exhibitor 
bookings.

The Outdoor Trade Show (OTS) 
2018 will take place from July 
3-5 at its new venue, EventCity 
in Manchester, and will once 
again provide exhibiting brands 
with a fantastic opportunity to 
showcase their product ranges 

OTS 2018 is now open 
for exhibitor bookings

exhibitors have had the opportunity 
to book in advance, the organisers 
have already received around 40 
bookings, including 2pure, Ark 
Consultants, Bradshaw Taylor, 
Buffera, Burton McCall, Cadac, 
Grangers, Lyon Equipment, Hi-Tec, 
Keela, Scott Sports, Silva, Thule, 
Vango and Vibram.

The first new exhibitor to book 
for 2018 is Osprey. Jonathan 
Petty, head of marketing, said: 
“We’re thrilled to announce 
Osprey Europe’s attendance at the 
successful and acclaimed Outdoor 
Trade Show in 2018. We’re looking 
forward to meeting our current 
and prospective customers to 
showcase both our new and existing 
collections. As the UK's leading 
pack specialist this is a fantastic 
opportunity to be surrounded by 
passionate outdoor enthusiasts 
who have a shared interest in high 
quality and innovative packs.”





THEN
When the first football clubs 
emerged in the late 1850's 
and 60's there were no uniforms as 
such.

Players would turn out in 
whatever they had to hand 
and teams would be 
distinguished by wearing 
distinctively coloured caps, 
scarves or sashes over 
cricket whites (many clubs 
were formed by cricketers seeking 
a team game for the winter) or 
whatever else players had to hand. 
The first reference to "colours" 
comes from the rules of Sheffield FC 
in 1857, which stated:

"Each player must provide 
himself with a red and dark blue 
flannel cap, one colour to be worn by 
each side."

The first uniform kits began to 
appear around 1870. In England 
colours were often those of the 
public schools and sports clubs with 
which the game was associated: 
Blackburn Rovers first wore white 
jerseys adorned with the blue 
Maltese Cross of Shrewsbury 
School, where several of their 
founders were educated. Reading 
first played in the salmon pink, pale 
blue and claret colours of the rowing 
club that spawned them. Caps, cowls 
and other headgear were de rigeur 
throughout the decade.

In first FA Cup final in 1872, 
Wanderers wore pink, black and 
cerise while their opponents, The 
Royal Engineers played in dark 
red and navy shirts. The game 
was played almost exclusively by 
men from the upper middle class 
and minor aristocracy, men who 
could afford to buy a shirt in their 
club's colours from their tailor. 
That said, plain white shirts were 
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very popular, being both relatively 
cheap and easily obtainable. As one 
might expect, given that players 

bought their own jerseys, there 
was considerable variation within 
a team. Early photographs of The 
Wednesday, for example, show 
players wearing hoops of varying 
widths.

...AND NOW
All a far cry from today's football 

teamwear market where a multitude 
of brands, colours and designs (both 
on and off field) are available.

I know the teamwear market very 
well and, as I reflect on 2017 and look 
at 2018, I've been thinking about the 
future of the teamwear dealer and 
what the ultimate dealership might 
look like.

We are all well aware of the impact 
that eCommerce has had on the 
sporting goods industry however, 
certainly to date, the selling of 
teamwear online has not seen the 
same explosive growth.

Sure, there are good dealers 
who are seeing growth, however 
the experience of adding sponsor 
logos, names, numbers, choosing 
embroidery, print and all of the other 
bespoke elements means that to order 
online is, perhaps, more difficult than 
ordering face to face.

The result is that the “offline” 
dealers can compete with the “online” 
dealers in a way that many retailers 
focussing on individual sports are 
simply unable to do.

Likewise there is very little cross 
border trading in teamwear and, of 
course, the third party platforms are 
also not suitable as an environment to 
order embellished teamwear.

So with these factors in mind it 
appears that, certainly in the short 
term, the football teamwear dealer 
can grow offline. But how can the 
experience be improved further?

LOCATION
It is certainly true that as High Street 
rents have continued to climb more 
and more teamwear dealers have 
moved to out of town sites.

Here they have the advantage of 
plenty of parking spaces and lower 
rents. A small business unit offers 
the flexibility of office, showroom, 
production and warehouse space and 
can provide an excellent environment 
for teamwear sales.

Since the nature of the product on 
offer is a considered purchase (rather 
than a passing trade opportunity) 
this location does not harm the 
proposition and, as is often the case, 
can provide a much more compelling 
environment for the end consumer to 
make his or her buying decision.

SHOWROOM
A showroom is fundamental. It 
should be fully stocked with brand 
samples (both designs and colour 
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options) in an organised and logical 
way.

Perhaps most logical is to group 
options in colour collections rather 
than by brand. This allows the club 
to see their “live” choices and options 
together to make an informed choice.

EMBELLISHMENT
Whilst those in the trade are fully 
familiar with embroidery machines, 
it always surprises me how fascinated 
end consumers are with these 
machines. So make a feature of them. 
I cite the example of the Barcelona FC 
shop at the Camp Nou where all of the 
embellishment machines are behind 
glass and the customer can see the 
number or name being applied. 

Why not use this approach to 
bring some theatre to your business 
as well as showing the customer 
your investment (which is often 
considerable) working. This, after all, 
is your key selling point – the ability to 
offer embellishment on site.

BAR AND EVENTS
When I think of the ultimate 
teamwear buying environment it 
would be sitting on a comfy sofa, with 
a pint (or a coffee) in hand, viewing 
ranges, options and prices and with a 
game on in the background.

Why does nobody create this 
environment?

Imagine a showroom, a bar, Large 
TV screen on the wall and space to 
make choices, watch a game, make 
decisions.

Link into the local leagues and 
clubs and this environment could 
become a focal point for shop events 
-  “Champions League tonight – 
Come and watch the game and get 
five per cent discount off any club kit 
purchase”.

I see a multifaceted space that is 
commercial (i.e selling kits) as well 
being an entertaining space.

The deeper the connection with 
the consumer and club the more the 
attraction to come to a venue such 
as this.

Catering could add an additional 
element - as the cycling brand Rapha 
does very well in its London store. 
Eat, watch, shop.

CLUB SHOPS
Of course any modern teamwear 
business needs to offer a 
comprehensive online solution for 
the club. An online club shop is a 
critical tool in gaining business in 
today's competitive market, making 
it easy for club members to purchase 
kit and ensuring ease of payment.

SECOND TIER
Alongside offering core online 
products a second tier solution 
adds additional value to the club. 
Find a supplier of non branded 
products, get some shirt designs 
done using the likes of fiverr.com 
and offer a bespoke club specific fan 
range. Even small clubs would be 
interested in this as a proposition.

Add all these elements together, 
create a focal point, some theatre, a 
reason for clubs to visit (and not just 
when they are purchasing product) 
and one can create a destination 
football teamwear store that stands 
out against any online competition 
and can truly establish itself as the 
“go to” teamwear store in the area.

Good luck!

Paul Sherratt, of Solutions for Sport, takes a look at the the future of teamwear 
and what the ultimate dealership might look

THE EVOLUTION OF FOOTBALL 
 TEAMWEAR DEALERS
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term as cringe-worthy business 
speak; especially when it’s self-
appointed. The sort of people who 
claim to be 'thought leaders' are the 
same type of people who claim to be 
great lovers. It’s not something for 
you should ever say about yourself.”

Train Yourself to Lead 
Thought?
But if you are an expert and no one 
knows it, should you, as the author 
Mark Schaefer says, learn to be 
‘known’ (KNOWN: The handbook 
for building and unleashing your 
personal brand in the digital age)?

“Those who are known get 
the customers, the better jobs, 

@SportsInsightUK
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A re you a thought leader? 
If you answer yes, there’s 
a very good chance that 

you’re not.
“Thought Leader is a highly 

charged term,” explains Andy Budd, 
who designed the first ever Rapha 
website, still works with sports 
brands and is MD of Brighton-
based design and innovation 
consultancy, Clear Left (https://
clearleft.com/). “Many consultants 
and business leaders aspire to the 
role of “thought leader”, allowing 
them to set the conversational 
agenda, influence their peers and 
attract followers, clients and staff. 
Others—including myself—see the 

SHOULD YOU BE A 
THOUGHT LEADER?
As a specialist sports retailer or brand, you’ll have 

gained knowledge that makes you an expert 
in your field – A thought leader? Should you 

make thought leadership part of your marketing 
strategy? Fiona Bugler talks to the ‘experts’ in 

marketing to find out more.



founder of Yappa, a Brighton-
based content marketing company 
(https://yappa.co.uk/). “Being 
known as a thought leader is 
something that happens over time, 
by investing in your audience 
and generously passing your 
knowledge to them.”

Game Changers
Leadership is not about telling 
people you are a leader, or in the 
world of ‘influencer marketing’ 
telling people what you do to 
influence them. Actions speak 
louder than words. A true leader 
does what they do and gives back 
at the same time. “A thought leader 
is someone who has helped others 
to change direction and to be a true 
thought leader you forgo your own 
benefit for the benefit of others," 
adds Moore.

“A true thought leader is 
somebody who has a proven 
track record of spotting (or 
sometimes inventing) new trends, 
and bringing them to public 
consciousness. This ability to 
interpret weak signals, craft a 
strong narrative, and share that 
story in a captivating way has 
always been a prized skill in our 
culture,” argues Budd.

It’s also about having a solution 
to a problem for the audience or 
customer, adds Moore: “Focusing 
in on the improvements they want 
to make and helping to validate 
their own views and ideas.”

www.sports-insight.co.uk
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and the invitations to exclusive 
opportunities.” According to 
Schaefer: “Being known is not the 
same as being famous…Becoming 
known is about approaching 
your digital life with an intent 
that establishes, the authority 
reputation, and audience to achieve 
your goals.” Schaefer promises to 
give you the tools to being known 
in a step-by-step approach, and 
his eight-point strategy includes 
content marketing techniques 
that will make sure you’re heard 
above the noise, such as: having a 
controversial point of view; using 
social platforms in a unique way 
(he gives an example of estate 
agent who successfully grew her 
business using Instagram to show 
pictures of what people leave 
behind when they move out of their 
house, including a plastic donkey 
and ceramic cat planters); keeping 
it local; linking up with industry 
influencers; and being consistent 
by posting online frequently.

Alex Blyth, co-owner of Red 
Setter, a PR and new business 
agency, says successful thought 
leaders do three things well: 
“Conceive, create, communicate. 
Firstly, they conceive ideas 
that lead. They don’t talk about 
themselves, but about issues that 
are relevant to their audience. 
What they say is striking – ask ten 
people a question and nine will give 
you more or less the same answers, 
but one will say something 

different. They’ve thought about it.
“They’re leading, not following. 

The ideas they conceive are 
supported by evidence. Whether 
it’s research or case studies or 
expert quotes, they have something 
to support the point they’re 
making.”

He continues: “Secondly, they 
create content which conveys 
these ideas in a compelling way. 
It might be a series of articles, 
or a positioning paper, or a book, 
or a podcast, or a video, or a talk. 
Successful thought leaders invest 
resource into the best possible 
expression of their thoughts.

“Thirdly, they communicate 
these thoughts as widely as 
possible. They can have the most 
interesting thoughts, and they can 
express them beautifully, but if no 
one ever sees them they’ll never 
lead anyone (as Schaefer says, it 
pays to be known). So, thought 
leaders get quoted in the media. 
They’re on panels at leading events. 
They’re active on social media. 
They’re out there making their 
case, inspiring and leading.”

It Takes Time
So, is there a get-rich- quick way 
to ‘become’ a thought leader? 
Being known as a thought leader is 
thought by many to be something 
that you earn over time as you 
specialise in your field of expertise.

“Don’t be an authority, become 
an authority,’ says Toby Moore, 

Can you measure 
thought leadership?
“The thing you should measure are 
your businesses outcomes,” argues 
Moore. “What activity is making 
your business work? It’s not about 
vanity it’s about value. If you have 
followers, that in itself needs to add 
value to your business, as you add 
value to their lives. Ask yourself, 
what is the change you want to 
see?”

Thought leadership is also about 
making a bigger impact. According 
to Moore: “All content has to 
be educational, empathetic and 
entertaining. If thought leaders are 
consistent with these three things, 
then they will go on to be important 
contributors and influencers 
within their communities.

Budd agrees and says that you 
should consider ‘soft’ and ‘hard’ 
metrics. “On the soft (or vanity) 
metric side, you can see how often 
your message is being consumed, 
liked or shared on social media. 
You could also do some sentiment 
analysis around whether the 
resulting conversations are 
largely positive. You can also see 
whether your message is getting 
picked up by other media outlets, 
so are you being asked to write 
articles, do interviews, or speak at 
conferences.”

But, he continues, a genuine 
thought leader (who doesn’t have 
to be the CEO, it could be the intern 
who blogs, goes to events and 

consumes all he or she can about 
his passion) doesn’t care about 
these ‘soft’/ vanity metrics. “You 
only really care about whether 
the hange you want to see in the 
world is taking place. As long as 
you’re seeing forward progress, 
the detailed metrics become 
largely irrelevant.”

Keep it Real
But Budd remains cynical: 
“Unfortunately, there are very 
few true 'thought leaders',” he 
says. “People who are sharing 
their thoughts and beliefs for the 
positive impact they can have. 
Instead, it’s much more common 
to see individuals jumping 
on a bandwagon and aligning 
themselves with an already 
established direction of travel.”

Just like influencer marketing, 
thought leadership comes 
under the umbrella of ‘content 
marketing’. And this is a method 
of reaching people that is 
continuously scrutinised by 
consumers who value authentic, 
‘real’ voices. In sport, it could 
be argued that this is even 
more the case, where fans and 
enthusiasts aren’t prepared to 
take any nonsense. So, find your 
evangelists, and get yourself, 
or your brand, known with 
true, inspiring, game-changing 
stories, opinions, and actions – 
and make your impact on 
the world.





S o what have you planned for 
2018? No more smoking? A 
serious diet? Get thee behind 

me, devil drink? Whilst you're 
foreswearing personal pleasures 
spare a thought for your business. 
Doesn't it need some New Year's 
Resolutions, too?

If everyone in your organisation 
changed just one small habit, the 
effect on overall profitability could 
be huge. Nor does anyone need moral 
support groups to achieve this. It's 
more about adopting a new and 
better habit rather than giving up an 
old one.

We'll start with sales. The most 
flexible, most convenient and best 
retail marketing tool is the human 
voice. Use it on every customer and 
the effect is dramatic. It's also free.

Asking for additional sales might 
have attained music hall joke status 
- something for the weekend sir? - 
but the fact remains: it works. Most 
purchases prompt another and if you 
don't ask, you'll miss out. Just for 
asking one question consistently, you 
can increase sales by up to ten per 
cent, without incurring any costs.

In the same vein, go for upsizing. 
We're all creatures of habit and will 
buy what what we usually buy. The 
larger size – classically a multipack - 
invariably comes with a price benefit, 
so offering it is good service to your 

customers, who may not know you 
stock it, nor how much it saves them.

Again, it's just one question.
Then there are new products. 

Your customers have all seen them 
advertised in the media and you've 
got them. But unless you bring it to 
people's attention, they may well 
not notice. I can't be the only person 
who regularly shops with his brain 
in neutral.

The same applies to promotional 
offers. People love free, win and save, 
which is why manufacturers run 
promotions. When the rain is lashing 
down in February, telling customers 
that they can win a holiday if they 
buy product x is going to lead to sales, 
isn't it?

You can run your own simple 
promotion especially on new 
products: trial.

Imagine if Maltesers was a new 
brand. How many cases do you think 
you'd sell by opening a few bags and 
giving one single Malteser to every 
customer?

Clearly, you need your staff right 
with you to get any benefit out of this. 
So they need a resolution, too. Telling 
them to ask those questions won't 
do it.

Use a simple incentive - it could 
be a free go on the lottery each week 
they continue. If you can work out a 
middle/long term cash incentive, so 
much the better.

There is another incentive which 

is easily overlooked. Talking to 
customers is the enjoyable bit of the 
job. If that customer says, “Oh yes, I 
want some sports socks. Thanks for 
reminding me”, then there's some job 
satisfaction that doesn't come with 
just taking their money.

Get the detail right. Customers, 
especially new customers are 
sensitive to their surroundings. 
They can react very negatively to 
minor matters. So, are your premises 
spotlessly clean? Do your windows 
sparkle? Are your staff smart, 
welcoming and polite? Are your 
displays tidy? Are your price tags, 
signage and product information 
up to date, clear and of professional 
appearance? All the best retailers 
look like the best and vigilance on 
these details will rapidly enhance 
your image.

There are two sides to profit (and 
that's what these resolutions are 
about). As well as increasing sales 
look at cutting costs. You probably 
think that you buy well. But it's easy 
to get into a cosy rut with reliable 
suppliers. Establish the principle of 
a regular structured check with their 
competition. If nothing else it will 
satisfy you that, yes, you're buying 
well. It might, equally, open your eyes 
to new profit avenues.

Can you reduce your fixed costs? 
Does your rent reflect the going rate 
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for your trading area? Clearly, moving 
to reduce your rent is a serious step, 
but if you can demonstrate to your 
landlords that you are paying 15 per 
cent over the odds they should be 
ready to review. Remember, if you 
should move they won't relet at an 
inflated rate to a new tenant.

Much the same applies to business 
rates. We all get hot under the collar 
about these (especially if we pay 
Council Tax to the same authority), 
but you may have the opportunity 
to reduce your liability. If improved 
parking facilities, streetlighting, 
pedestrian crossings and the like 
have been promised but not delivered 
then the council owes you a rebate. 
Your elected councillor should be as 
keen as mustard to help if you find the 
local authority a maze.

Look into the valuable deals 
offered by utility suppliers. If you can 
achieve ten per cent off your annual 
running costs on electric, gas and 
telephone that's money straight into 
the bottom line. They're all making 
promises of at least that size.

Business resolutions are much like 
personal resolutions. You make them 
to put right something that annoys 
you, that embarrasses you, that costs 
you money and upsets you. In your 
business they have another purpose: 
stick with them and they'll make 
you richer.

IT'S TIME TO MAKE SOME 
CHANGES FOR 2018

I must, I must.....Some New Year's resolutions from Paul Clapham
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Darius Vassell won 22 England 
caps in the company of the 
likes of Beckham, Lampard 

and Gerrard, and was a key figure 
in the Premier League for the best 
part of a decade. He has plenty of 
other memories, too - like the missed 
penalty that sent England home from 
the 2004 Euros…and making eye 
contact with a sacrificial goat.

Now retired at 37 and 
coaching Academy youngsters 
at Wolverhampton Wanderers, 
(at the time of writing, top of the 
Championship), Vassel has, to his 
surprise, found that such memories 
have brought him another career 
as a successful writer. He has a 
popular blog and now his best-
selling autobiography, “The Road to 
Persia”, gives a candid and thoughtful 
account of a career full of unexpected 
twists and turns which can border on 
the surreal.

“I enjoy writing,” Vassell told us, 
“I think there’s another book in what 
I’m doing now. You never know what 
might be around the corner.”

Certainly, after leaving 
Manchester City in 2009, Vassell was 
expected to be snapped up by another 
Premiership club but to everyone’s 
surprise, he turned his back on 
England.

“I didn’t want to become a 
journeyman footballer. Aston Villa 
was the only club I’d wanted to play 
for, and I’d grown to love Manchester 
City, but I didn’t want to go through 
all that again in England.

“I told my agent that a move 
abroad was the only option. I was 
capable of moving abroad, learning 
a new language and adapting to a 
new culture so I felt it was a great 
opportunity.”

Real Madrid? Barcelona? Paris? 
Saint Germain?  Turkish Super Lig 
club Ankaragucu was not exactly in 
that league, but Vassell decided that it 
would be an experience for a season, 
and it was certainly that.

He remembers: “When I arrived 
in Turkey, I simply wasn’t ready 
for the welcome I received. There 
were thousands of supporters there 
to greet me, with flags, shirts and 
holding welcome banners. Flares 
were set off and every TV camera was 
pointing at me.”

It wasn’t long before he realised 
how different life would be from the 
Premier League. “The dressing-room 
toilets were just a hole in the ground. 
And at one home match, the team 
coach stopped outside the stadium 
for a goat to be sacrificed before the 
game.

“I felt the goat looked at me just 
before it was killed and it was a point 
in time when I realised I was most 
definitely an animal lover…”

While he was a hero on the pitch, 
there were problems off it. The club 
reneged on paying his hotel bills, their 
numerous sackings within the club 

and a change of manager. “Even so, I 
loved my off-the-field time in Turkey. 
Who knows, if things had worked 
out differently, perhaps I would have 
stayed there.”

It was all pretty far removed from 
Villa Park, which for as long as he 
could remember had been the centre 
of Vassell’s world. The Aston Villa 
ground was not much more than a 
corner kick from the family home 
in Gravelly Hill in Birmingham and 
at 12 he cheered his heroes from the 
Holte End stand.

“My dream was always to wear the 
claret and blue shirt,” he remembers 
and after he had scored a record 
46 goals for his youth league club, 

including six in one match, it became 
reality.

At 16 he was signed by the club’s 
school of excellence, set a youth team 
record by scoring 39 goals in a season 
and got his first team chance at 18 as a 
substitute striker in a 3-1 win against 
Middlesborough.

Soon Vassell was a local hero. 
He was a goal-scoring predator, 
brave, quick and agile and over the 
next seven years made 162 League 
appearances, often coming on as a 
“super-sub” to worry a tired defence 
with his exceptional pace.

They were golden days for the 
young striker, playing alongside 
his idol Dion Dublin, banging them 
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Penalty nightmares, Turkish delight 
and a sacrificial goat

in regularly at the Holte End and 
revelling in the glory of goals.

One oddity of his career is that he 
scored 46 goals without finishing on 
the losing side, only recently losing 
the record to Liverpool’s James 
Milner. Another is that he is the last 
man to score for England against 
Iceland.

Vassell admits that his sudden 
move from Villa in July 2005 came 
as a profound shock. A new manager, 
David O’Leary, wanted to put his 
own stamp on the team and when 
changes came, Vassell was one of 
the first casualties. He was sold to 
Manchester City for £2 million.

“I had not had the best of seasons,” 

www.sports-insight.co.uk

he remembers. “I needed to show that 
I was back and here to stay. When I 
heard that Villa had accepted an offer 
for me, I was devastated. Of course I 
wanted to stay - Villa will always be 
my team.”

His Manchester City career 
started brightly. He formed a winning 
partnership with Andy Cole, scoring 
ten goals in 40 appearances until 
manager Sven Goran Eriksson 
pushed him into an unfamiliar wide 
midfield position and he struggled to 
find his best form.

Eventually he was released when 
his contract expired at the end of 
the 2009 season. He had made 103 
Premiership appearances and scored 
17 goals

By now, Vassell was a seasoned 
England international but out of his 
22 games for his country he knows 
that the one people most remember is 
“that penalty.” It was when England’s 
“Golden Generation” spectacularly 
crashed out of Euro 2004, losing to 
Portugal on a penalty shoot-out.

It was the squad of Young Lions 
David Beckham, Frank Lampard, 
Ashley Cole, Steven Gerrard and 
a young Wayne Rooney. Before 
the quarter-final Rooney broke his 
metatarsal and Vassell took his place. 
He remembers that he didn’t want 
to take a penalty but was suddenly 
called on when the game went to 
sudden death.

The rest, sadly, is history. Portugal 
goalkeeper Ricardo saved Vassell’s 
spot-kick and England went home. 
Skipper Beckham tried to console his 
distraught striker but over a decade 
later it’s a day Vassell still can’t forget.

After his Turkish adventures, 
Vassell was unexpectedly reunited 
with his former Manchester City and 
England boss Sven Goran Eriksson 
at Championship club Leicester City, 
helping the Foxes lay the groundwork 
for their eventual story-book Premier 
League success. 

But after a good first season, injury 
struck in October 2011. A ruptured 
anterior cruciate ligament effectively 
ended Vassell’s career and despite 
offers from several English clubs, he 
finally retired at 35 in January 2016.

“Nothing beats playing first-class 
football,” he says now. “On the other 
hand, I feel I retired at the right 
time. My body was screaming for a 
break. But looking back, I sometimes 
wish I was playing today with the 
knowledge I’ve got now. I would have 
handled things a bit differently.

“I don’t think I scored enough goals 
- maybe I wasn’t single-mined and 
selfish enough. I was always the one 
who played 100 per cent for the team 
and, to be honest, I don’t regret it.

“The game has changed a lot - it’s 
quicker and standards are higher 
- but the fundamentals are still the 
same and I can pass these on to the 
Academy youngsters, along with my 
memories and experience.

“ When I heard that Villa had accepted an offer for me, I was devastated. 
Of course I wanted to stay - Villa will always be my team  ”

Tony James talks to former England international 
Darius Vassell about his career in football



A sideways look at the world of independent retailing

@SportsInsightUK

A n old chap came in today 
to buy a pair of mono-skin 
compression running socks 

(he said they worked wonders for his 
corns) and asked if we still took cash.

I said that in our shop, cash would 
always be king, and even when he 
handed over a supermarket carrier-
bag full of five-pence pieces which 
took my assistant Norman over an 
hour to count, I still wished him a 
happy afternoon and warned him to 
mind the step.

You’ve got to look after people 
like that in a world in which anyone 
with a mobile phone can pretend to 
pay for something worth a million 
pounds and then change his name 
and sail off into the sunset on his 
super-yacht.

In our case it was a packet of 
knee sleeves so I suppose we got 
off relatively lightly, but the truth 
is that I could well do without all 
this electronic credit card stuff and 
so could Norman. When he had a 
card stolen recently he decided not 
to report it because the thief was 
spending less than his wife did.

I’m proud to say I was one of the 
last shops in our street to accept 
credit cards, and I'm not all that 
keen on cheques either. What 
exactly was wrong with the world 
of ten shilling postal orders and a 

saying that my cheque had been 
returned by the bank and that I now 
owed £0.00 pounds. Unless I sent a 
cheque by return they would again 
be forced to take steps to recover 
the debt.

I was going to use the card to 
buy my wife an electric drill for her 
birthday but instead I cancelled it 
and sent a postal order as a deposit 
on a bargain winter-break weekend 
in Lyme Regis. 

OK, I may be a fossil of an extinct 
economic species when it comes to 
online transaction technology, but it 
seems I’m not the only one.

Recently returning 
from a closing-down 
sale, with a load 
of left-handed 
hockey-sticks, 
Norman and 
I stopped for a 
meal at a roadside 
restaurant. After 
a good lunch we 
were dismayed 
to find that the 
proprietor, a retired 
Navy chap, would 
accept neither cheques 
nor cards on the grounds 
that they were operated by 
"robbing ******** who won't 
get a penny out of me."

But payment was no problem. "Go 
out of the door, steer a course of 287 
degrees and you'll find all the money 
you want,” he told us.

The course, followed with the 
aid of the Boy Scout compass on 
Norman's key ring, took us straight 
to a building society cash point.
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comforting wodge of half-crowns in 
the back pocket? Happy days, eh?

My mother-in-law feels the same 
way as I do (it's the only thing we 
have in common) and refuses to sign 
her credit card on the grounds that 
she doesn't want anyone to know 
who she is. When she forgot her PIN 
number she asked my wife: "What 
number do you think I might have 
chosen?"

At least debit cards, which are 
usually grim-looking black things, 
are honest enough to say what they 
are. If you misbehave with a debit 
card, you are likely to get a call from 
the bank manager by tea-time and 
he will usually pretend to be very 
angry.

My friend Pellworm, a fellow 
independent retailer, was once 
called to the phone from his pork-pie 
and chips by his bank manager and 
told to destroy his debit card that 
very instant. 

His wife held the phone so that 
the manager could hear the scissors 
on Pellworm’s Swiss army knife 
slicing into the plastic. When he got 
back to the table, the dog had eaten 
his pie. It was not one of Pellworm’s 
better days.

I can trace my own credit-card 
anathema back to when I received 
my first-ever bill. It said I owed 

£0.00. Since I had not made any 
purchases, I threw the bill away. A 
week later the credit-card company 
wrote to say that if I didn't send 
them £0.00 they would cancel the 
card and put me on a credit black-
list.

I rang the company and spoke to 
Shane, who said he was my credit 
support advisor, and who was very 
decent and helpful. There had 
obviously been a computer error and 
he would take care of it. I wasn't to 
worry any more.

Next day I got a bill for £0.00 and 
a letter saying I had only ten days to 
settle the account or the company 
would take steps to recover the debt.

Deciding to enter their fantasy 
world, I mailed a cheque for £0.00 
and received a statement thanking 
me for the cheque and reporting 
that I was now in credit. It was 
apparently a pleasure to do business 
with me.

A week later the bank called to 
ask why I had written a cheque for 
£0.00 which had brought havoc to 
their cheque processing software 
and caused the central computer 
in Gateshead to crash and send out 
a top-priority alert for terrorist 
hackers.

Shortly afterwards, I got a letter 
from the credit card company 

Plastic-a credit? I don't think so
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